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Advertiser's 
Weekly 


TUE ORGAN OF BRITISH ADVERTISING 


No. 13 never sees Punch 


There are still one or two houses that put up their shutters to Punch and spend their Wednesdays in stuffy 
isolation . . . for example No. 13. All the other householders unfold their copies over the breakfast-table every 


Wednesday morning and in next to no time they have laughed at Punch jokes, believed in Punch 


advertisements, and are just that much more inclined to buy what is advertised. This street . . . that street... the 


next street . . . add them all together and you are part way to the millions of readers who (according to independent 


surveys) read Punch with faithful hilarity every week of their lively lives. 


...- pervasive ...persuasive 
GOES FARTHER THAN FIGURES 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, BOUVERIE STREET, LONDON, E.C.4. TELEPHONE: CENTRAL 9161] 
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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


Trade Paper 
Had £10,000 
Cancellations 


Sirn,—I_ heartily agree with 
everything “Newspaper Proprie- 
tor” wrote. 

Last year I had to face over 
£10,000 cancelled advertisement 
contracts on a trade paper, over 
75 per cent of this business being 
cancelled by advertising agents. 
’ I would like to cite one example: 

A well known agency cancelled a 

full page contract to run for 12 

months before the contract had 
"commenced. I learned, at a later 

date, direct from the client, that 

) the contract had been cancelled 
to allow the firm to produce a 
four-colour leaflet. 

As the “man on the road” 
representing just one of the many 
trade journals in this country I 
do urge publishers to stick 
together and insist that contracts 
are honoured. 

GERALD D. AUBREY. 
364 Gillott Road, 
Edgbaston, Birmingham, 16. 


Agents Have Too 
Many Risks Already 


Sik,—*“Newspaper Proprietor” 
has little reason for his complaint 
(May 3) in regard to advertise- 
ment contracts. Twice in the last 
two months publishers have 
attempted to vary or cancel con- 
tracts with this agency. 

A contract is a contract, even 
in the publishing trade and we, 
as advertising agents, reserve on 
every order the right to cancel or 
suspend instructions. If a news- 
paper claims the right to refuse 
advertisements—and these 
refusals are often illogical and 
unreasonable—-then surely the 
advertising agent is entitled to 
make his own stipulations? 

Does “Newspaper Proprietor” 
maintain that after a client of an 
advertising agent has become 


bankrupt, has gone into liquida- 
tion or for some reason refuses 
to complete the contract, the ad- 
vertising agent must accept the 
liability for the remainder of the 
insertions? 

Advertising agents are already 
shouldering far more than their 
fair share of the risks in this 
business of advertising. 

W. H. GOODCHILD. 
114-115 Holborn, E.C.1. 


Wide Approach Can 


Win Acceptance 


Sir,—Mr. Brook-Hart's article 
was a first-class appraisal of the 
“consumer” magazine situation, 
Quite legitimately he takes a cir- 
culation figure of 4,000 as his 
example, Given the right field, 
this figure can be multiplied 
many times. 

It is very unwise policy, in my 
opinion, to confine content to 
matter concerned only with the 
sponsoring organisation. The in- 
clusion jof “general interest” 
material, carefully selected and 
prepared, can make all the 
difference between acceptance of 
the magazine as a magazine, and 
its dismissal as “advertising.” 
And, very often, you can get over 
with a “general interest” article 
an aspect of your firm's activities 
that would be difficult to put 
across With “a straightforward 
approach. 

D. GOATMAN, 
Editor, Bedford Transport 
Magazine, Vauxhall Motorist. 


' Aid To Prestige 
Of Industry 


Sir,—The most interesting and 
important point in Mr. Brook- 
Hart’s article on “Consumer” 
house magazines (May 3) is, per- 
haps, his emphasis on the need 
for quality—not only of produc- 
tion but also of content and 
style. The status and value of a 
large industrial or commercial 
organisation are not to be 
measured solely by its economic 
activities. 

If, by producing a magazine 
which suggests some interest in 
things of the mind, it shows that 
it is not completely wrapped up 
in business affairs, the impression 
given to others can scarcely be 
unfavourable. Consciously or 
unconsciously, customers like to 
feel that those with whom they 
deal are people of substance, 
mentally no less than materially. 
In this lies the justification of a 
house magazine which may be 
read with pleasure in its own 
right, and which carries with it 
no suggestion of sales promotion 
or self-advertisement. 

Like an imposing building or a 
tastefully-furnished office, the 
dignified house magazine reflects 
the personality of its sponsors. 
More significantly still, it contri- 
butes to the prestige of industry 
as a whole by revealing that 
trade and commerce are not 
necessarily the deadening and de- 
graded calling which it was the 


Lines from other letters... | 


FESTIVAL FLOWERS 

An appeal has been made by 
the Lord Mayor to the various 
wards of the City, to make a 
special] effort to decorate their 
premises, in the form of window 
boxes and flowers, for the period 
of the Festival. I have been asked 
by the president of the Farring- 
don Ward Club to be responsible 
for approaching owners and 
occupiers of premises in Fleet 
Street. It is the Lord Mayor's 
wish to be sent a list of these 
firms and individuals who agree 
to co-operate. Harold Fish, 
Common Councilman, Ward of 
Ferrngeee ' Without. 


{TOUCHE 
_ I _was interested in the 
fact” 
last article (April 26). 
come 
lately? 
ham. 


“true 
at the end of Copytaster’s 
Has he 
across any untrue ones 

R. Wilson, West Wick- 


CAUGHT..OUT 

Had Copytaster any current 
cricket knowledge or troubled to 
read Coate’s Cider ad. he might 
have attributed the egregious 
testimonial to the correct Bedser 
twin. Eric, of course, is not a 
Test cricketer. Alec’s the smart 


one in the case.—B, cent, Hove. 


great mistake of Greece and 
Rome to think they were. 

E. N. PARKER, 

Editor, Far and Wide 

(Guest, Keen & Nettlefolds). 


Facts Count More 
Than Phrases 


Sin,—Whilst much of what 
Mr. Brook-Hart says is un- 
doubtedly true, I feel that to the 
editorial qualities he mentions 
should be added that of a know- 
ledge of the particular trade con- 
cerned. 

In the consumer magazine the 
reader normally seeks authentic 
details about the product and 
trade in which he is interested, 
and usually prefers to see these 
presented accurately and with an 
understanding of the problems 
involved, rather than with a 
purely journalistic verve which 
may occasionally sacrifice impor- 
tant detail to appearance or 
snappy phraseology. 

In my experience the number 
of editorial pages should be 
strictly limited. The busy man 
will often read right through a 
magazine having, say, 20 pages 
of matter whereas, a_ larger 
periodical, though admittedly 
rore-important looking, is 
usually skimmed through. 

(Miss) A. M. KAY, 
Editor, Transport Efficiency. 


No Coal 


Sin—In the article “Market 
Survey of the Midlands” by 
David Pickard (April 26), the 
author stated that Sutton Cold- 
field is a coalfield town. I must 
point out he is under a complete 
misapprehension, as there is no 
coal mining anywhere in the 
Royal Borough. 

C. F. PRICE, 


Advertising Manager, 

Harrison (Birmingham) Ltd. 

(Mr. Price is right. There is 

no coal in Sutton Coldfield. It 

should have been Sutton Ashfield. 
—Editor.) 
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The Overseas publications (and to some extent;the home editions) of The National Trade Press Ltd., 


offer space buyers a valuable selective circulation which is world-wide. 
Influential buyers in the specialised trades represented by these journals rely upon them for topical 
information of Britain’s Exports. Through their excellent typographical presentation and full-colour 
illustrations they faithfully reflect that high quality which is inherent in the best products of British 
manufacturers. . 
Ensure world-wide coverage for your trade press advertising through these publications. 


%* ADVERTISE IN THE N.T.P. GROUP OF PUBLICATIONS 
TO THOSE WHO BUY 


THE NATIONAL TRADE PRESS LTD., 
(Incorporating Heywood & Company Ltd.) 


For details of space apply to The Advertisement Director 


Drury House, Russell Street, London, W.C.2. Phone TEMple Bar 3422 (17 lines) 


FOR OVERSEAS TRADE: Fashions & Fabrics Overseas + Furnishings from Britain + Style for Men Overseas + Survey of the British Textile Industry ~- 


Survey of the British Furnishing Industry +: Leadership of British Footwear + British Footwear Leathers + Overseas Watchmaker, Jeweller & Silversmith. 


FOR HOME TRADE: Fashions & Fabrics Style for Men British Shoeman Watchmaker, 


Jeweller & Silversmith 2 The Dyer ° Confectionery News . Tebaceo World t Laundry Record : Laundry Journal. 
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ADVERTISER’S WEEKLY 


The Net Sale of Tue Dany 
TELEGRAPH AND MORNING 
Post for the month of 
April, 1951, was 


1,002,273 


COPIES DAILY 


certified by Messrs. Saffery 

and Co.. Chartered 

. in accordance 

rmulze —— by 

ewspaper 
tors’ Association. 


The largest quality circulation 


in the world 
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SUMMER SOAP BATTLE BEGINS SOON 


Popular. Products Facing 
Keen Fight For Sales 


‘Express’ Ad. 
Lists Rivals’ 
Revenue, Too 


The claim that it has the highest 
national-paper display adver- 
tising revenue is made by the 
Daily Express in an advertise- 
ment in Tuesday's Financial 
Times. The ad. will also 
appear in other publications. 

The advertisement gives the fol- 
lowing comparative figures for 
display advertising for January- 
March 1951. ‘They are esti- 
mated on display announce- 
ments and based on current 
rate cards (classified advertising 
revenue not included 
Daily Express 
Daily Mail 
Daily Herald 
Daily Mirror 
News Chronicle 
The Times 
Daily Telegraph £162,531 

The advertisement claims: “To 
be first among national news- 
papers in display advertising 
revenue is an outstanding ex- 
pression of the confidence 
placed by advertisers in the 
Daily Express as_ Britain’s 
premier medium.” 

The advertisement manager of 
another newspaper told ADVER- 
TISER’S WEEKLY: “It is a great 
pity that this type of ‘knocking 
copy’ should appear at the 
present time.” 

[he Daily Mirror, asked to com- 
ment, drew attention to a state- 
ment made by its chairman at 
the annual meeting in 1949: 

“Advertisers enjoy in the Daily 
Mirror a more economical rate 
per thousand copies than any 
other newspaper in the British 
Isles. In spite of this great 
demand by advertisers for 
space in our columns, it has 
been our consistent policy to 
Testrict the proportion of space 
devoted to advertisements in 
order to give the highest pos- 
sible service to our readers. In 
fact, the percentage of adver- 
tisement space in the Daily 
Mirror is below the average 
carried in the national daily 
newspapers.” 


pe Dc Bor aes. «Acme 
who will be competing for a 
market now held largely by 


four or five popular products. 

Preparation of new soaps, ex- 
clusively reported in ADVER- 
TISER’S WEEKLY earlier this year, 
has been going on for some 
months. 

Launched in an all-out bid to 
capture the lead in the toilet soap 
market is “Breeze,” a product of 
Crosfields (C.W.G.) Ltd., which 
will be in the shops towards the 
end of this month. An extensive 
advertising campaign will open 
at the same time. Following trade 
Press announcements there will 
be ads. in the national dailies and 
Sundays, in selected provincial 
Papers, in women’s journals and 
general appeal magazines, includ- 
ing Picture Post, Illustrated, and 
Everybody's. 

The initial campaign will in- 
clude half pages in the national 
Press and full colour pages in 
magazines. In June, a nation 
wide 16-sheet poster campaign 
will follow. 

“Breeze” will be sold in tablets 


at 6d. and 11d. It is of cool green 
colour and its fragrance is 
described as “fresh and cool as a 
spring meadow.” Advertising 
copy will stress its quick lather- 
ing quality and the “country 
fresh” theme will be followed in 
all advertising and_ display 
material. 

The wrapper, designed by 
Raymond Loewy, is a scene of 
cloud, sky and trees, in pleasant 
shades of blue, green and white. 


Shop Displays 


The soap will be piled in 
Sussex trugs of varying sizes, 
which will be the centrepiece 
of shop displays. Agents are 
Colman, Prentis & Varley, who 
handle also Crosfield’s Eve 
Shampoo. 

Other Crosfield products are 
Persil, Puritan and Eve Toilet 
Soap. 

Peter Lunt & Co., Ltd., makers 
of London’s Pride Toilet Soap 
have launched “Willow” as a 
new toile: soap and it will be ad- 
vertised extensively as a com- 
plexion soap, with special em- 
phasis on its milk and almond oil 
content. 

Pure Products Ltd., Notting- 
ham, are introducing “Deri” 
which, it is claimed, is the first 
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'M ALL wi yraeren UP 


papa sang campaign 
HELP YOUR COUNCIL TO 


COLLECT WASTE PAPER 


Mr. Cube—cartoon character 
on 10 million Tate & Lyle sugar 
— each week—has a new 


nie is to support the national 
campaign to save a million tons 
4 See paper before the end of 
“Mr. Cube and I are vitally 
interested in this for we use, every 
week, 600 tons of paper and 
board for packing. We, therefore, 
have particular reasons for hop- 
ing that our efforts will help the 
nation through,” says Lord Lyle. 
first of Mr. Cube’s new 
slogans—"“I’m all wrapped up in 
this Paper-saving campaign”— 
will be printed on sugar wrappers 
to reach housewives within the 
next few wecks. 
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No NEED TO ASK A PLICEMAN! 


100,000 Festival 
Catalogues 
To Be Printed 


Print order for the Festival 
Catalogue of Exhibits, published 
by the Stationery Office at 10s., 
was 100,000. 

Of the 336 pages, 144 are ad- 
vertisements, many in_ colour. 
Industrial advertising is promin- 
ent. There are no advertisements 
on the semi-stiff covers. Adprint 
Ltd. were the advertisement con- 
tractors. Exhibits are listed under 
the heading of the pavilion or 
section in which they can be 
found. 

Abram Games’s cover design 
embodies the Festival insignia in 


ODD SP@T 


This letter was sent by the 
Facsimile Letter Printing Co., 
Ltd., to a selected list: 

“I hope you have saved the 
envelope. It will gain in 
interest and value, because in 
addition to the new stamp it 
bears the special postmark 
given only to correspondence 
posted inside the Festival of 
Britain grounds on the open- 
ing day.” 

A similar effort by H. R. 
Harmer Ltd. included a card 
with a rhymed ditty explain- 
ing why stamps issued on 
May 3 were not mailed until 
the next day. 


a four-pointed star on a pale 
green ground. Text and advertise- 
ments were printed by Mc- 
Corquodale & Co., Ltd.; cover by 
Fosh & Cross Ltd.; art paper for 
advertisements supplied by mem- 
bers of the Association of Makers 
of Coated Papers of Great 
Britain; cotine paper for the text 
by Bowaters Sales Co., Ltd.; 
cover paper by Robert Craig & 
Sons Ltd.; blocks by C. & E. 
Layton Ltd.; typography by Will 
Carter; exhibitions literature, P. 
de L. Dyson-Skinner. 


PAINTED FESTIVAL MURALS 
Arpad Elfer, director of 
Colman, Prentis & Varley, has 
painted murals in two of the 
Festival pavilions at South Bank. 


GALLERY IN 
SUBWAY 


A Festival exhibition of posters 
in the subway leading from 
South Kensington Station to 
the Museums was opened on 
Friday by London Transport. 

Over 100 posters represent a 
cross section of British poster 
art as displayed by London 
Transport and its predecessors 
from 1908 to the present day. 
The earliest poster (reproduced 
above) is John Hassall’s “No 
need to ask a p'liceman” of 
1908. 

Among leading artists whose 
work is exhibited are Dame 
Laura Knight, C. R. W. Nevin- 
son, Sir Frank Brangwyn, 
Jacob Epstein, E. McKnight 
Kauffer, A. R. Thomson, 
Edward Wadsworth, James 
Fitton, Edward Bawden, 
Graham Sutherland, Rex 
Whistler and Fred Taylor. 

This special London Transport 
exhibition will be on view 
during the period of the 
Festival_of. Britain. Posters are 
displayed according to date of 
issue. 


Wolverhampton 
Shows The Flag 


Approved hy the Festival 
authorities is an exhibition con- 
ceived and created by James 
Beattie Ltd., of Wolverhampton. 
It is designed to illustrate the 
development of Wolverhamptoa 
through its indus ries, 

Nineteen representative firms 
have exhibitica stands designed 
and erected by Beattie’s display 
staff under the direction of 
W. G. Morrison, promotion and 
display manager, who conceived 
the idea of this exhibition. 
Approximately 2,000 square feet 
of floor space on two of the 
principal shopping floors have 
been taken over. The exhibition 
will last till May 19. 


T. B. Glynne-Williams, sales 
manager, electric shaver division 
of Remington Rand Ltd., has just 
returned from an extensive tour 
of the U.S.A. and Canada. He 
found that, fundamentally, 
American sales methods are very 
similar to ours, but that their 
technique has been developed on 
a more scientific plane. 


May 10, 1951 


Laundries Discuss A Big 


C aion 
ampaig 

Perturbed at the intensive 
advertising of manufacturers of 
domestic washing machines and 
household detergents, launderers 
throughout the country may 
launch a competitive campaign. 

This plan, to be considered at 
sectional meetings, was discussed 
at the National Laundry Con- 
gress in Torquay last week. 

D. K. Rollit, genera] secretary 
of the Institution of British 
Launderers, which _ represents 
some 2,000 commercial laundries 
in Great Britain, urged that the 
question of national advertising 
should be reconsidered in the 
light of progress made by the 
washing machine and detergent 
makers since the war. 

The retiring president of the 
Institute, William Gray, said: “I 
fee] that in the great competition 
which our industry has with the 
housewife we ought to consider 
a real campaign on the question 
dealing with the merits and facts 
of appliances which are now sold 
as the result of so much adver- 
tising pressure.” 

Launderies should contrast to 
the public the difference between 
buying a machine on hire pur- 
chase and the cash payment for 
a laundry service. 

T. D. Reeve, a past president, 
said that if the industry contri- 
buted but one-tenth of one per 
cent of its total annual turnover 
some £60.000 would be yielded 
for advertising. 


Agent’s Tribute To 
“Real Workman” 


A tribute “to the man who is 
the real workman in Britain to- 
day, who works nearly all the 
hours God sends, creating enter- 
prise and trade—the businessman 
of England”’—was paid by Mr. 
W. R. Balch, director, W. H. 
Gollings & Associates, at the 
monthly luncheon of the London 
Association of British Empire 
Newspapers Overseas. 


®@ Continued from previous page 


SOAP WAR 


to contain the germicide Hexa- 
chlorophene. 

Hudson & Knight Ltd. are 
marketing a new white soap 
under the brand name “Swan. 

The J. Walter Thompson Com- 
pany, Ltd., have been appointed 
to handle the advertising, and 
first announcements will appear 
in national and provincial dailies 
and selected magazines very soon. 

Incidentally, this new soap is 
in no way connected with the 
American Swan soap. 


Golf 


Press Players 
Fight For Trophy 


Press Golfing Society members 
fighting to reach the match stages 
of the Sir Emsley Carr Challenge 
Trophy at Coombe Hill were 
headed by Norman Cutler of 
Northcliffe Newspapers (90—18 
=72) and Charles Bray of the 
Daily Herald (79—6=73). Co- 
incidentally, they are drawn to 
meet in the first round. 

Qualifiers for the other three 
matches are: A. Everett, 
Australian Trade Press Agency 
(holder), v. Joe Velati, Daily 
Herald; K. A. Gray, Weekly 


Sporting Review, v. Dodd Mehan; 


Jack Dunkley, Daily Mirror, v. 
R. G. Hills, Daily Graphic. 


Newnes Spring Meeting 

Members of George Newnes 
Ltd. and associated companies 
held an inaugural spring meeting 
of their Golf Society at Royal 
Mid-Surrey last Friday. 

H. M. Eastwood (National 
Trade Press) won the morning 
medal competition with a net 73. 
The foursome against bogey was 
won by Herbert Tingay and 
Stuart Mander (3 down). 

The new president, Sir Frank 
Newnes, presided at dinner. 


The Festival has its influence, too on advertising. Here is a sketch 
of the stand designs for “Festival Focus on Advertising” planned by 
the Publicity Club of Newcastle. 
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‘SPACE-SQUEEZE’ MAY 


HIT ADS. IN 


HIGHER-PRICED PAPERS 
Priority For Editorial Likely In Sales Fight 


While anxious eyes in Fleet 
Street have been focused on 
circulation figures as an index 
of public reaction to higher- 


priced newspapers, conviction 
is growing that advertisers are 
in for a “space-squeeze.” 
There was more evidence of 
this at the week-end when 
the Sunday papers announced 
selling price increases. 

Publishers of daily papers are 
still the target of sharp criticism 
and protest from newsagents who 
seek better terms. 

The Observer (up to 34d.) an- 
nounced that it proposes to 
“limit advertising space to yield 
the bare minimum of essential 
revenue.” 

The Sunday Dispatch (now 
24d.) says “the adjustment of 
price will, in fact, make possible 
an increase in the reading content 
of the paper.” 

The Sunday Times went up to 
4d. and the News of the World, 
Sunday Express, Sunday Graphic, 
Sunday Pictorial, People, Empire 
News, Reynolds News, and Sun- 
day Chronicle, all to 24d., as did 
the Sunday Mail, Glasgow. 


More Provincials 
Raise Prices 

Meanwhile, more provincial 
newspapers and periodicals are 
announcing price increases. 

The Southport Visiter Tuesday 
and Thursday editions go from 
14d. to 2d. and the Saturday issue 
from 2d. to 3d. Other journals in 
this series are the Southport 
Journal (from 14d. to 2d.), Bootle 
Herald (14d. to 2d.) and Crosby 
Herald (2d. to 34.). 

Two of the three evening news- 
papers published by Southern 
Newspapers Ltd.—the Southern 
Daily Echo, at Southampton, and 
the Bournemouth Daily Echo 
have gone up from 14d. to 2d. 

The third paper in the group, 
the Dorset Daily Echo published 
at Weymouth, went up 4d. to 14d. 
earlier this year. An editorial 
pointed out that at the new price 
the paper still cost less than of a 
cigarette. 

Price of Radio Review, Dublin, 
will be increased from 3d. to 4d. 
as from to-morrow. Sporting 
Record goes up to 4d. from May 
26 issue. 

Periodicals that will raise their 
prices are New Statesman and 
Nation and Time and Tide (from 
6d. to 9d.). No increases are con- 
templated at present by the 
Economist, Spectator, Truth, 
Tribune, and John O'London's 
Weekly. 

“Many of the smaller news- 
papers throughout the country 


face ruin and extinction,” says 
the Sunday Express. : 

After 150 years’ vigorous exist- 
ence the Royal Cornwall Gazette, 
Cornwall's oldest newspaper and 
the only newspaper founded by 
a member of the Royal Family 
(George IV, as Prince of Wales, 
put up part of the cash in 1801). 
has been bought by its rival, the 
West Briton. 

The Evening Standard diarist 
writes: “A clause in the contract 
lays it down that the Scandina- 
vians shall receive for their news- 
print £70 or the control price of 
British newsprint, ‘whichever is 
the higher.’ As the Scandinavians 
also supply the pulp for the 
British mills, it will not be sur- 
prising if the price of home- 
made newsprint goes beyond £70 
per ton. If that is so, then the 
Scandinavians will get a higher 
price for their newsprint.” 


Sugar-Cane 
Waste Experiment 


Asked what steps are being 
taken to use sugar-cane waste for 
newsprint manufacture, Sir 
Hartley Shawcross, President of 
the Board of Trade, told a Com- 
mons questioner that he was not 
aware of any experiments to this 
end in Britain. He understood 


such experiments had taken place 
in America. 

Sir Hartley added: 
whether any development on 
these lines which may prove 
practical would bring any allevia- 
tion of our newsprint difficulties 
in the aext year or two.” 

“Staggering” newsprint prices 
that have created the “worst 
crisis in the history of her Press” 
are reported from Denmark. 

An all-time peak in pulpwood 
production is announced by the 
Canadian Pulp and Paper Asso- 
ciation. But, said its president, 
“the larger harvest added about 
two weeks’ supply to the overall 
inventory of the industry.” 


‘Mirror’ Will Not 
Cut Supplies 


There is to be no cut in sup- 
plies of the Daily Mirror to the 
trade though present “pegging” 
will continue. 

A six per cent cut had been 
suggested to enable the Mirror 
to run 12 pages each day—but 
“an avalanche of letters and tele- 
phone calls from the trade” were 
received and it has been decided 
to maintain present supplies and 
continue publishing an 8-page 
paper on Mondays. 


“I doubt 


‘What Miners Want 
To Read 


A miner does not know what 
he wants in the way of magazine 
stories and articles until he is 
given them. This was the con- 
clusion reached by Sid Chaplin, 
a feature writer on Coal, when 
he addressed a meeting of the 
Association of Industrial Editors. 


He warned against lowering the 
standard of a magazine to meet 
popular demand. Industrial 
journalists had a responsibility. 
Good writing about industry was 
an essential. 


They Will See 
More Of Her 


Miss Ann Wrigg, London actress 
who will play Lady Godiva in 
the Coventry 1951 Pageant, made 
her first public appearance in 
Coventry, at the luncheon meet- 
ing of the Coventry Publicity 
Association. Others here pictured 
by the “Coventry Evening Tele- 
graph” 1. to r. J. Taylor, chair- 
man; V. Curtis, treasurer; L. 
Turner, pageant master. 

Mr. Turner told members of 
the task of organising a pageant 
which would be worthy of the 
city's fine traditions. 


ADVERTISER'S WEEKLY 
Claim To 
‘Eagle’ Title 


The Parties 
Come To 
Terms 


The action by Hulton Press 
against London Express News- 
papers Ltd. and White Eagle 
Youth Holiday Camp Lid., was 
mentioned before Mr. Justice 
Wynn-Parry in the Chancery 
Division on Friday when Mr. 
Skone James, for plaintiffs, said 
that there had been a motion in 
the action recently but the order 
had not yet been drawn up. 

In the meantime, he added, the 
parties had come to terms which 
would dispose of the whole 
action. The motion would be 
treated as the trial of the action. 

So far as the London Express 
Newspapers were concerned the 
action would be dismissed on 
plaintiffs paying their costs. 

The White Eagle Youth Holi- 
day Camp Ltd. would submit to 
a perpetual injunction in the 
terms made by his Lordship anu 
they would pay a certain sum 
towards the plaintiffs’ costs. 

His Lordship made an order 
as agreed. 


New President For 
Process Engravers 


The 35th annual meeting and 
conference of the Federation of 
Master Process Engravers was 
held last week at Brighton. 

The president, A. H. H. Good- 
win, announced that Alfred 
Craske, managing director of 
Craske, Vaus & Crampton Ltd., 
was retiring from the Council 
after 37 years’ continuous service 
Uating back to the days of the 
Process Engravers Association 
which preceded the present 
Federation. Such long service 
was unequalled. Two beautifully 
worked silver sauce boats of the 
George Ill period were presented 
to Mr. Craske. 

At the annual meeting, the 
following officers were elected: 
President: Lt.-Col. Sir James 
Waterlow (director of Amal- 
gamated Press Ltd.); vice-presi- 
dent: Peter Siviter Smith 
(managing director, Siviter Smith 
Engravers (London) Ltd.); hon. 
treasurer: James Metcalf Philip- 
son (managing director, Philipson 
& Son Ltd.). 

The following were elected to 
the Federation Council: B. L. 
Bloor, L. Dearden, W. Gilchrist, 
T. Guise, J. Harness, G. Hoare, 
A. N. Hunter, L. Pepe, A. C. 
Piercy, F. E. B. Thomas. 

At luncheon on Thursday, the 
new president, Sir James Water- 
low, on behalf of the Council 
presented a silver salver to the 
retiring president, A. H. H. 
Goodwin. 
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2 American Youth Wants 
\\ ok To Widen Its Outlook 


ertising “way 
out a it do with 
fresh ideas? _ BS xu, 

These questions are intriguing 
Youth Scheme delegates to the 
International Conference. 

Miss Evelyn Cantor (25), an 
account executive with Mann- 
Ellis Inc. of New York, who 
majored in advertising and 
psychology at Columbia Univer- 
sity, considers the importance of 
the Conference for young adver- 
tising people in the U. S.A, to be 
the opportunity it gives to “widen 
the viewpoint and thinking of 
people in our country, to bring 
fresh new ideas so that we will 
not think that the American way 
is the only way, and to better 
international relations.” 

Swing (23), is 
assistant to the production and 
traffic manager of the Hazard 
Advertising Company of New 
York. 

“American Advertising,” she 
says, “seems so far out ahead to 
Americans and yet I am sure 
other countries have their own 
good workable  systems”—the 
reason why she is attracted to the 
Conference. 

She is also interested to find 
out what status advertising holds 
in other countries— “Advertising 
is big business in the States.” 

Other young delegates include: 

Kalervo Vaahtokari (25), a 
teacher in the School of Adver- 
tising and Selling, and a member 
of the Association of Diploma 
Advertising Men of Finland. 

Robert Davidsen (26), a mem- 
ber of the Sales and Publicity 
Club of Bergen and a graduate of 
the School of Commerce at 
Copenhagen University. 

_ Dr. Kurt Alfuss (23), qualified 
in Law at Cologne University 
and now studying economic 
science, nominated to attend the 


Conference by the Arbeitsgemein- - 


Bschaft Deutscher Werbungs- 
mittler. 

Alexander Haselbach (24), a 
member of the D. Frenz Adver- 
tising Agency of Mainz. 

E. Helbech Hansen (27), an 
executive with C. C. Wakefield 
& Company's Copenhagen office. 

Peter Clemenger (23), an 
account executive with John 
Clemenger Pty. Ltd., a member 
of Victorian Institute of Adver- 
tising, a student in commerce and 
economics at Melbourne Univer- 
sity. 

Nicolo Caimi, assistant mana- 
ger of the American Advertising 
Agency Enneci and a member of 
the Associazione Italiana Agenzie 
e Studi Tecnici Pubblicitari. 


STRANGE DEVICE 


“One of the most surprising 
suggestions ever put to me 


¥ 


Please Could 
We See...? 


The “outside interests” of 
Conference delegates varies 
widely. 

A Dutch newspaper pro- 
prietor will make a_ special 
point of seeing the Stone of 
Scone. 

An Italian, coming under 
the Youth Scheme, looks for- 
ward to visiting Epsom. 

A girl from New York is 
keen to inspect Scotland Yard. 

A German youth wants to 
watch polo, and 

A Dane would like to see 
an oil refinery and a coal- 
mine. 


More Senior 
Delegates 


Among overseas delegates com- 
ing to the International Advertis- 
ing Conference are: 

Dr . A. M. Lucas, owner 
of a Dutch weekly paper and a 
member of the committee on 
ethical practices and discipline 
that oversees all branches of 
advertising in Holland. 

Max Hendiksen, general secre- 
tary of the Association of Danish 
Advertising Agencies who has 
been in business for 16 years. 

Miss Britta Baeckman, owner 
of six retail stores, and a member 
of the board of Stockholm’s Ad- 
vertising Club and the Swedish 
Advertising Association’s repre- 
sentative from the Association of 
Swedish Merchants. 

Ingrar H. Westling, editor of 
its dealer magazine and assistant 
to the advertising manager of 
Svenska Esso, a member of the 
Swedish Advertising Association. 

Miss Kirsti Laipio, head of the 
advertising department of 
the Pohjoismaiden Yndyspankki 
Bank, and a member of the Ad- 
vertising and Selling Association 
and of the executive of the 
Association of Diploma Advertis- 
ing Men of Finland. 

adame Lenaerts, head of the 
Overseas Division of Bodden & 
Dechy Advertising, and a member 
of the Publicity Club of Brussels. 

Frithjos Toksvig, managing 
director of 17-year-old advertising 
agency, Harlang and Toksvig, of 
Copenhagen. 
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CAMERA AT 
THE B.1.F. 


London 


IRISH INTEREST IN TELEVISION 
BUT NO ATTEMPT TO SELL SETS 


First demonstrations of tele- 
vision, from a specially con- 
structed short-range station, were 
given in Dublin during the Royal 
Dublin Society’s Spring Show 
last week by Pye Radio, through 
- Irish associate Pye (Ireland) 

td 

No attempt is being made to 
sell television sets in Ireland, 


which has no station at present 
and a special advertisement was 
placed on behalf of Pye (Ireland) 
by Arks warning the public that 
transmissions received at present 
from outside Ireland did not 
warrant the purchase of a te.e- 
vision receiver, neither would the 
expenditure be warranted until 
an Irish station is established. 
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EXAM, PACT 
IS URGED 


The Diploma of the Advertis- 


titioners in Advertising and sit 
for the finals. 

This plea was made in the 
speech of Mr. R. Thompson, a 
member of the Manchester Pub- 
licity Association public speaking 
team during their recent contest 
with Hull. 

Students with the D.A.A. could 
apply for exemption from the 
intermediate examination of the 
L.1.P.A., but there was no guaran- 
tee of them getting it, he said. 
There was more reason to believe 
that they would be turned down. 

The question might be asked: 
“What does it matter if the stu- 
dent who has the Advertising As- 
sociation diploma is turned down 
and made to take his intermediate 
examination?” True, he probably 
would be able to achieve a suc- 
cess in the intermediate examina- 
tion without much trouble. But 
having achieved the D.A.A. the 
student had already spent four 
years studying, and if he settled 
down to take the intermediate 


and the finals of the LI.P.A. 
another two years must elapse. 
Asking A Lot 


To a student who at the same 
time was earning his living, this 
was asking rather a lot. 

By the time students were to 
take the L.I.P.A. final exam they 
were some way on the road to 
success in advertising and would 
find themselves very heavily 
engaged doing their normal job 
of work without having to add to 
it a purely voluntary matter of 
studv for qualification. 

“The question arises.” said Mr. 
Thompson, “does this attitude 
of the Institute of Incorporated 
Practitioners in Advertising have 
any justification, or is it a case, 
as is only too common. of rivalry 
between the two associations? 

“Would it not be better in the 
interest of the advertising pro- 
fession as a whole, for this 
matter to be settled quickly and 
amicably?” 


OBITUARY 
C. J. Chidley 


The death has occurred. after 
a long illness, of Mr. Charles 
James Chidley, who, until his 
retirement in 1944, had been 
London manager of the Yorkshire 
Observer, Telegraph and Areus 
(Bradford), and the Keighley 
News for 24 years. 

For some years he was em- 
vloved by Hultons newsnapers 
in Manchester, but in 1909 he 
became Leeds manager of the 
Bradford and District Newspaper 
Co.. Ltd. He remained in that 
canacity until 1920 when, anv- 
pointed London manager of the 
company, he went to live in Kent. 
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London Orators Again Beat Regent 


the contest on Monday, 
London, by winning the Southern 
Area finals of the National Public 
Speaking Contest, qualified to 
meet the finalists from Midlands 
and the North during the Inter- 
national Advertising Conference 
week. They also won the Imber 
Challenge Cup for the annual 
competition between Regent and 
themselves; each club had pre- 
viously won the Cup once. 

This time, however, the best 
speaker of the evening was 
Regent’s T. G. Hartshorne. 

Arranged by Norman Groome, 
southern area organiser, the con- 
test was held before a large 
audience at the Waldorf. 

The teams were: London, F. 
Hughes-Freeland, R. Sherman, 
and G. Payne; Regent, T. G. 
Hartshorne, R. Y. Hillman, and 
B. Bullock. 

Mr. Payne felt that if advertis- 
ing is to be raised to professional 
status the agent must submerge 
his aesthetic feelings and produce 
advertisements that sell, rather 
than look nice. 

A plea that employers should 
recognise the value of the exam- 
inations of the Advertising Asso- 
ciation and the Institute of 
Incorporated Practitioners in 
Advertising was made by Mr. 
Hughes-Freeland. 

Mr. Hartshorne believed that 
three factors which would shape 
the course of advertising were: 
the growing influence of children 
on the buying decisions of their 
parents; the fact that those chil- 
dren, when they grew up, would 
not accept glib advertising copy 
as truth; and the need for the 
advertising industry to convince 
Governments that the control of 
advertising was best left to the 
industry itself. 

Candid but aporeciative com- 
ments on the speeches were given 
by the three judges: C. J. Burns, 
an L.C.C. instructor in public 
sveaking; C. Anstice Brown, 
director, Institute of Incorpor- 
ated Practitioners in Advertising; 
and T. F. Clark. director, E. F. 
White & Sons Ltd., agents. 


LEEDS DEFEAT 
NEWCASTLE 


Leeds defeated Newcastle in 
the national public speaking con- 
test. first round, at Newcastle. 

The teams were: Newcastle— 
A. Cormie, V. Miller, E. R. 
Fearnsides; Leeds—T. G. Cavan, 
F. Dutson and R. S. Seton. Mr. 
Miller was adjudged the best in- 
dividual speaker. 

Judges were Miss Sal Sturgeon, 
Northern broadcaster and actress; 
Mrs. Nancy Anderson, vice chair- 
man Newcastle Branch, National 
Council of Women, and county 
organiser of Women’s Institute 
public speaking classes, and Sam 
Philips, a Newcastle lawyer. 

Leeds have now to meet Man- 
chester, 


Commander Alan Robertson-Macdonald presents the Imber Challenge 
Cup to F. Hughes-Freeland, of the London team. 


Oxford 
T. E. McMahon 


T. E. McMahon, sales and pub- 
licity manager of the Morris 
Garages Ltd., was re-elected 
president, and J. J. Field, of the 
Nuffield Organisation elected 
chairman of the Advertising Club 
of Oxford at the annual meeting. 

Other appointments were: 
M. H. Rowntree (Oxford Times 
and Mail), vice-president; J. R 
Booth, hon. secretary; D. R. Slay, 


Again President 


hon. treasurer; R. J. Pigott, hon. 
auditor; and T. E. Gardiner, hon. 
solicitor. 

E. A. Lever (vice-president) was 
chosen as the Club's representa- 
tive to the Advertising Associa- 
tion and Gavin Starey representa- 
tive on the Club Development 
Committee. E. Kingsley Belsten 
(vice-president) is programme 


Winners of the Regent Advertising Club competitions this year were 
presented with their trophies at the annual meeting of the Club. Left 
to right are: F. J. (Freddy) Trash (Pemberton Cup), W. L. Walters- 
Page (Higham Cup), R. Y. Hillman (Haddon Cup), George Worledge, 
chairman of the Regent Club, J. 1. Jones (Saward Cup), C. H. Rowe, 


essay award, third prizewinner. 


First and second prizewinners ir. 


the essay competition were D. W. Saunders and Alan H. Waite. 


The Regent Advertising Club 
could be proud that the provision 
ot educational and training 
facilities in which the Club had 
always set a lead was now 
recognised as being of major 
importance in advertising, said 
chairman George Worledge at 
the annual meeting of the Regent 
Club last week. 

He explained that the new 
group membership scheme, which 
enables an organisation to pay a 
subscription covering all mem- 
bers of their staff, was to encour- 
age those organisations to give 
their staffs full membership. 

Classes of instruction which 
were unsurpassed anywhere in 
the country had been provided 
for Club members, stated the 
annual report of the committee. 

It was because the committee 
believed that the Club offered so 


much to those engaged in adver- 
tising and its allied trades that 
they had secently embarked on 
the group membership scheme. 

Officers elected included: 
George Worledge, chairman; 
John Clarke, vice-chairman; 
Brian LL. Baker, secretary; 
Geoffrey M. B. Tyas, treasurer; 
Dennis Phillips, assistant secre- 
tary; and Reginald N. Oliver, 
assistant treasurer. 


Aberdeen 
ated Trades 


At «the monthly luncheon of 
the Publicity Club of Aberdeen 
a talk was given on the Incorpo- 
rated Trades of the city by Mr. 
D. D. Law, deacon convenor. 
This was followed by a visit to 
historic Trinity Hall, home of 
the Incorporated Trades. 
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Club News 


Southampton 
TEAM-WORK FOR 
BEST CAMPAIGNS 


Mr. W. C. Thielé, of Yardley 
& Co.. Ltd., told Southampton 
Publicity Club that careful plan- 
ning of a campaign was of the 
utmost importance, and it had to 
be cut and dried months before it 
was run. 

_In his company, current adver- 
tising was planned in detail a 
year ago. Plans were now being 
finalised for 1952, and they were 
already thinking of 1953. 

Usually a successful campaign 
came from a team, and the best 
team, in his view, was where the 
advertising agent and the client 
had a near-perfect understanding 
and mutual trust. 

Mr. Thielé said his firm was 
very proud of a compliment from 
the Southampton borough sur- 
veyor, who had expressed the 
view that its outdoor advertis- 
ing in London Road added to the 
amenities of the area. 

To those anxious to make ad- 
vertising their career, he advised: 
“Get as much experience of sell- 
ing as you can. Don't be afraid 
of going behind the counter. Take 
the Advertising Association 
examination and never be afraid 
of seeking advice from the 
experts.” 


Sheffield 
Women And Humour 


Humorous advertising directed 
to women is rarely successful. 
Does the Brains Trust feel that 
this is because women cannot 
appreciate humour? 

This was one of the questions 
addressed to a Brains Trust at 
the end-of-session meeting of the 
Publicity Club of Sheffield. The 
Trust comprised: Charles Stanley 
(chairman); Miss F. M. Davidson, 
advertising management; Miss 
E. A. Fisher, consume. (Soropto- 
mist Club); Stanley D. Dickson, 
advertising agency: Norman 
Stembridge. publishing; R. L. 
Walsh, advertiser. 


* Leeds 


‘The Finest 
> 
Shopping Centre’ 

Members of the Publicity Club 
of Leeds were ready to accevt the 
invitation of their Lord Mayor, 
Alderman F. H. O'Donnell, when 
he invited them to make any 
suggestions for improvements to 
their city after addressing them 
recently. 

The Lord Mayor said that 
although Leeds is regarded as the 
finest shopping centre in the 
North, the compact arrangement 
of the shopping streets which 
made it such a good centre also 
made for shocking traffic conges- 
tion. The development plans 
allows for a helicopter station 


on Woodhouse Moor. 
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SWUM ABOUT PROPLE: 


y Cowlishaw Is Leaving Adprint To 
; Start Own Space-Selling Firm 


Arthur E. Cowlishaw, director 
of advertising for Adprint Ltd., 
is leaving to form his own space- 
selling organisation. 

Ex-R.A.F. pilot, Cowlishaw 
began as a provincial reporter. 
For 15 years he was with the 
Publications Division of H.M. 
Stationery Office and handled 
advertisements in thousands of 
official publications. Joining 
Adprint in 1945 as advertisement 
manager of Future magazine, last 
year he was appointed advertise- 
ment director. He was respon- 
sible for advertisement work in 
two big space-selling undertakings 


both rush jobs—the Olympic 
Games official guide and the 
official publications for the 


Festival of Britain. 

Cowlishaw runs as a hobby the 
monthly magazine Our Cats. 

A limited liability company is 
being formed under the title of 
Cowlishaw & Lawrence (Adver- 
tising) Ltd. and will act as pub- 
lishers’ representatives for 
selected periodicals. Otfices have 
been acquired at 28 New Bridge 
Street. 

Cowlishaw's partner will be 
Pat Lawrence, former R.N.V.R. 
lieutenant, who also has been 
with Adprint for some years. 

Secretary of the new company 
will be Mrs. Joan Rankin, who 
has been personal assistant to 
Cowlishaw for six years. She will 
also be responsible for produc- 
tion. 


Vernon P. Pyne, secretary and 
accountant of Wilfrid Tisbury & 
Co., Ltd., for whom he also acted 
as space buyer, has left to take 
up an advertising appointment in 
Johannesburg. Miss’ E. 
Memmott has been appointed the 
new secretary. 

* * * 

Clement R. Hooper, informa- 
tion officer of the E. C. A. Mis- 
sion to Ireland. has flown back 
on a brief visit to the United 


States to see his father who is 
seriously ill. 


F, L. Johnson 


Booked! 


Injured in a bus collision at 
Oldham were two members of 
the staff of W. Hopwood & 
Co., Lid., technical advertis- 
ing service, of Manchester— 
Miss Watson (space buyer) 
and Miss Mills (voucher de- 
partment). 

Miss Watson was required 
to name her occupation to a 
police officer who wrote it 
down with a puzzled look. 

After noting details of a 
bruised face and leg, the P.C. 
queried “What occupation did 
you say, Miss?” 

“Space buyer!” 

“Ah, well,” said the P.C., 
not unkindly, “I suppose that's 
about all you're fit for at the 
moment.” 


John Skipper 


Keith Harris, of the British 
Oi! and Cake Mills Ltd. and 
honorary treasurer of Bristol and 
West Publicity Club, has joined 
the central advertising depart- 
ment at Unilever House. 

* * * 


John Skipper and A. W. 
Taylor have been made directors 
of Henry Good & Son Ltd.. 
printers. Mr. Skipper has been 
a member ofthe Publicity Club 
of London since 1925 and was 
chairman of the reception com- 
mittee for four years. 

* * * 


Behind the new trade journal 
International Cutler are Geoffrey 
Howarth, advertisement director, 
and Ray Emerson. They met 
during the war when Geoffrey 
was attached to the R.A.F. in 
France and Ray was in_ the 
underground movement. Upon 
demobilisation they both joined 
the same publishing house. 


Geoffrey on the outside staff and 
Ray on production and design 
They founded their own company 
and Sheffield twelve 


in Hull 


A. E. Cowlishaw 


Pat Lawrence 


Many advertising personalities were present at a cocktail party to 
celebrate the re-opening of the Washington Hotel, Curzon Street, W. 
Left to right: L. W. Needham, director of advertising, Express News- 
papers; H. C. Tingay, managing director of George Newnes Ltd.; 
A. Robertson-Macdonald, advertisement director of Provincial News- 
papers Ltd.; and E. A. Smee, managing director of Smee’s Advertising 
Ltd. who are handling the advertising of the Washington. 


months ago and since then have 
been on agricultura] publishing 
work. 
* * 

Robert A. Yeomans has left 
the British Film Year Book to 
become advertisement manager, 
Racing Review in succession to 
J. Watson-Gledstone. In_ the 
early 1930's he was with the Daily 
Express and was the flying ad- 
vertisement representative in con- 


nection with its air training 
scholarship scheme. 

* * * 
Presentations were made at 


Kemsley House, Sheffield, to two 
members of the staff of the 
Sheffield Telegraph and Star Ltd. 
who have left to take up other 
appointments. K. H. Deans, 
assistant advertisement manager. 
has been appointed Sheffield 
manager of Ripley Preston & Co. 
Ltd. Derek Walker, of the 
Weekly Telegraph editorial staff. 
is taking up public relations work 
in London. 
* * * 
Graeme Cranch, head of 
research at Mather & Crowther 
Ltd., is now visiting Denmark. 
Among other duties he will be 
attending a Council meeting of 
the European Society for Opinion 
Surveys and Market Research of 
hich he is vice-president. 
- ~ 7. 


Colin Norton-Smith has taken 
up an appointment with the East 
Midlands Gas Board as editor of 
Emgas, the Board's house maga- 
zine. He will also be responsible 
for Press relations. 


Colin Norton-Smith 


W. A. Slow has been made a 
director of Marshall & Snelgrove 
Ltd. He has been advertising 
manager for about 16 years. 

~ *~ * 

B. J. Woutman, advertisement 
manager, De Volkskrant, of 
Amsterdam, who goes home to- 
day (Thursday) after a_ short 
visit, will return for the Inter- 
national Advertising Conference. 

* * * 

Fellowship of the Incorporated 
Sales Managers’ Association was 
presented to Martin H. Perry, 
managing director, Marketing 
Consultants Ltd., at a meeting of 
the London branch of the Asso- 
ciation (which was addressed by 
Sir Douglas Fairbanks). 

* * * 

F. L. Johnson, managing direc- 
tor of the Birmingham Gazette 
Ltd., who recently relinquished 
the presidency of Birmingham 
Publicity Association, has been 
elected president of the West 
Midlands Newspaper Society and 
president of the Birmingham area 
committee of “Old Ben.” 

x * * 

Geoffrey Reynolds, vice-presi- 
dent of Colman, Prentis & Varley 
Inc., is leaving next week for five 
weeks’ {our of Latin-America and 
Canada. 

* o * 

Miss Hilary Earnshaw has been 
appointed assistant publicity man- 
ager to J. Collis & Sons Limited, 
mechanical handling engineers of 
London and Wales. 

* * * 

Leslie W. Briggs has resigned 
the position of space buyer to 
Pictorial Publicity Ltd. The 
space department has been taken 
over by John Wiltshire, produc- 
tion manager. 

* * 

J. Bowman has resigned his 

post as P.R.O. to the Clothing 


Industry Development Council 
which he joined in February 
1950. 

- - * 


Henry J. Sutcliffe is chairman 
of the Publicity Club of Leeds. 
not president, as was erroneously 
stated in “Mainly Personal” last 
week. 
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Advertisement space |in},Woman’s) Weekly 
is still very limited, but every endeavour is 
made to allocate space as fairly as possible, PAGE RATE £540 


an AcP pusrication 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C4 
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House Organ Congress 


HE British Association of Industrial Editors is to be 

j complimented on its enterprise in organising the first 

European Congress for editors of house magazines, to take 
place in London this month. 

The event is significant in that it reflects the status the house 
organ has achieved as a medium of publicity. What has come 
to be known as “industrial journalism” has made great strides in 
recent years. It is estimated that in this country alone there are 
about 1,200 house magazines. Four hundred, including a selection 
from the U.S.A., will tbe shown at an exhibition to be held in 
conjunction with the Conference. 

The “consumer” house magazine, as was stressed by Mr. 
» Brook-Hart in ADVERTISER'S WEEKLY last week, has come to be 
_ recognised as an effective means of building up for its sponsors 
the goodwill that prepares the path for the selling advertisement 
and the sales force. The staff magazine, in its separate sphere, 
has come into its own as a way of creating and maintaining 
esprit-de-corps, and so helping to gain the objective of enlightened 
staff management. No longer is the house magazine the despised 
“poor relation” of the publishing world. The best house magazines 
to-day, both in their matter and manner, can bear comparison 
with periodicals produced for public sale. | 

What is needed now is more intensive study of the specialised 
technique of house organ editorship, with collation and dis- 
semination of the practical knowledge accumulated by industrial 
editors throughout the country. It was to meet this need that the 
Association of Industrial Editors was formed. The coming 
Conference should give an impetus both to the Association and to 
the further improvement of house magazine standards. 


One Way To Waste Money 


HEN an advertiser creates, by a consumer advertising 
campaign, a demand for a branded product, it is essential 
that the product should be available at the point of sale. 

This is so obvious that it should not need saying, yet one does 
hear of customers disappointed and thereby antagonised because 
they cannot buy in the shops goods they see advertised. A 
contributor in this issue calls attention to one such instance. 

To advertise a product as being available when in fact it is not 
is doubly harmful to the advertiser. Firstly, it is wasteful; secondly, 
it is likely to make sales for competing products. The would-be 
buyer, having been attracted to the shop by the advertisement, 
and being told that the product advertised is not yet in stock, is 
easily persuaded to buy an alternative brand. 

To-day, sudden and often unpredictable fluctuations in supply 
and demand accentuate the problem of co-relating advertising 
with distribution. But such co-ordination is essential if waste is 
to be avoided and advertising made to pull its full weight. 
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To-morrow’s Topics 


Advertising—tn 
the pink 


HILE Socialists lacked 

the temerity to penalise 

advertisers directly in the 
Budget, it would be wishful 
thinking to imagine such threats 
can be ignored. 

In the Labour Party's official 
Labour Press Service news-sheet 
comes a hint of things to come. 

“Chocolate ads. dwarf Food 
Min’s” is the four-column head- 
ing over a front page review of 
1950 as a boom year in which 
advertisers spent 
million” on Press advertising. 

The writer perpetrates the 
dreary old canard, assuring 
readers that these “colossal sums 
must inevitably have been wrung 
from the consumer.” He con- 
tinues: 

“In this whirl of digits, where 
noughts run happier in threes 
than in any other series, the lie 
is given to current distortions 
about the extent of Government 
expenditure in this direction.” 

Mars, Ovaltine, and Horlicks 
each spent more than the Food 
Ministry, the mnews-sheet con- 
tinues; Oxydol more than British 
Railways; Rinso more than twice 
as much as the R.A.F. 

—_— —_— _— 

The sting is in the tail: “How 
much of this money is not subject 
to income tax is known only to 
the manufacturers and the Board 
of Inland Revenue.” 

Is not this a plain incitement 
for the enemies of advertising? 
Should such copy in an official 
Party publication be allowed tu 
pass unchallenged? 


Avalanche of 
acceptance 


ITH over 400 registrations 

from home delegates by Mon- 
day morning this is a happy week 
for organisers of the International 
Advertising Conference. Such an 
encouraging and speedy response 
to their invitation pamphlet has 
a tonic effect. It helps chase away 
the wrinkles of worry. 

One or two other wrinkles will 
be ironed out, soon. Although 
the programme already an- 
nounced was “provisional” there 
are likely to be but few changes. 
Some welcome additions to the 
list of speakers may be expected 
shortly. 

Specialists in technical advertis- 
ing are pressing their claim for a 


“nearly £40° 


place in the sun. They have a 
strong case and can orgue it with 
skill. 

—_ —_ _- 

One of the first duties of Sir 
Hartley Shawcross, as President of 
the Board of Trade, is likely to 
be a general appeal for economy 
in paper consumption. A sug- 
gestion that this should be made 
was put forward by the British 
Federation of Master Printers, 
after recent consultations with 
the Paper Merchants Association. 
Mr. Harold Wilson liked the idea. 
His successor is expected to adopt 
it with enthusiasm. 


Bubble, bubble, 
toil and trouble 


NE more new soap may be 

expected shortly, and then 
the field is set for a full-scale 
battle. Notice how the opposition 
pairs off. 

“Breeze,” the latest arrival, is 
a nicely shaped tablet, with no 
sharp corners, and a pleasant 
green colour. Can you think of 
another green toilet soap, which 
is near the top of the present 
best-sellers? 

Pity the technical experts in 
these days when there are new 
products, and rumours of more. 
Reports that a firm of brewers are 
to market a new breakfast food, 
made from a by-product of brew- 
ing, have caused a hang-over to 
the experts employed by rival 
concerns. 


To tighten up their existing 
code of conduct members of the 
Pharmaceutical Society of Great 
Britain will be asked shortly to 
approve a ruling that “advertise- 
ments to the public should not 
refer to dispensing services.” 
This embargo will not prevent 
exhibition of the description 
“Dispensing Chemist” or of a 
notice “of no greater size than 
will serve to identify the premises 
as a pharmacy.” 


Snooping would be 
welcome here! 


ITHIN the men’s wear trade 

critics of Board of Trade in- 
spectors are suggesting their time 
would be better employed investi- 
gating descriptions of some ad- 
vertised goods. Poplin shirts at 
12s. 6d. are one offer which is 
causing comment. 


ROUND TABLE 


HUAI 


Among 17,206 male workers in Bristol Dis- 
tributive Trades the Evening Post is widely 


distributed each day to more than 13,800. 
That’s ‘ Distributing’ your Advertising 


Largest Sale in the West. Complete Marketing Data from LONDON OFFICE: 80 FLEET STREET. Tel. CITY 4975. 
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In homes where children 
are raised with care and culture, 
women who apply themselves in a 
practical fashion to child-welfare find 
GOOD HOUSEKEEPING of inestimable 
value. And you will also find them applying 
their inherent good taste to purchasing 
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THE NATIONAL MAGAZINE CO. LTD - 28/30 GROSVENOR GARDENS - LONDON: 8.W.1 
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Mass Production Cures The 


Of Cinema Foyer Displays 


HE cinema's publicity fight 

is never won. Each week, 
as a new film turns up, the 
public has to be sold all over 
again. 

National publicity for a film 
does, of course, lay a good 
foundation and the trailer shown 
during the previous week gives 
continuity to the picture-going 
public. 

But cinemas themselves are 
natural advertising sites. It has 
been found that people take in 
much of the background of a 
presentation from the foyer dis- 
play—and its big brother, the 
front-of-house display. 

These pieces of three-dimen- 
‘sional advertising material cap- 
ture the real spirit of a film and 
transfer its thoughts to the fast- 
moving procession of patrons 
entering and leaving any cinema. 

The production of a foyer dis- 
play of this kind is a constant 
‘problem. To present an ever- 
‘different story to a public that 


needs a fresh approach each time 
taxes the ingenuity of many pub- 
licity men. 

Nearly a year ago, however, 
mass-production of these wants 
was Started. This was as a result 
of collaboration between the de- 
partment headed by Mr. C. R. 
Young, publicity _— controller, 
Circuits Management Association, 
which controls and manages 
nearly 600 cinemas in the Odeon 
and Gaumont circuits, and Leon 
Goodman Displays Ltd. 

This scheme has turned out to 
be a considerable success, allow- 
ing, as it does, many short-cuts 
and economies. 

The whole outlook in produc- 
ing these displays must be geared 
to “top speed.” Resources in the 
many stages of production must 
consequently be vast. 

A real test is set, for example, 
when the designing, screening, 
constructing and delivering a job 
of this kind is to be achieved in 
as short a period as five days. 

| 
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Headache 


And that is what 
was demanded with 
the displays for “The 
Browning Version.” 

The displays are 
produced in quantities 
of forty and are 
routed around the 
country in order that 
they may be installed 
in the nearly 600 Rank cinemas 
during the period that the particu- 
lar film is scheduled to be showing. 
They are constructed to fit inside 
a standard crate, which is return- 
able for re-use. 

What happened when it was 
decided to produce a display for 
“The Browning Version”? 

The first step was to get an idea 
of the story. This film took place 
in the cloistered atmosphere and 
within the closely-knit community 
of a boys’ public school. 

Here the first problem arose. 
School connections can often be 
poison at the box-office. There- 
fore, the publicity used was not 


_ to stress this angle too strongly. 


| by a younger man. 


In the film Michael Redgrave 
is portrayed as a classics master, 
whose wife, Jean Kent, seeks 
consolation with a young science 
master (Nigel Patrick). 

The end of the story shows the 
old classics master being replaced 
The wife is 
left alone by both men, neither 


| being able to trust her any longer. 


This last point 
natural copy angle: 
triangle that 


provided a 

The love 
breaks down all 
three ways. Another good sales 


| feature is that the film was made 


from an original West End play 
by Terence Rattigan. Many local 
booksellers would therefore be 
interested in special book tie-ups 
—another outlet for display 
material which had, therefore, 
to be small enough to be easily 
Set up in book shops. 

Before the display was designed 


| a selection of current Press adver- 


tisements, tube double-crowns 
and quads, a selection of stills 


| from the film, and a synopses of 


| Scott, 


the story were given to 
designer—in this case, lan J. 
A.R.C.A.—for reference. 
He could thus follow the points 


the 


| emphasised, colour scheme used 


and photographs produced for 


publicity already appearing. 


It is important that the display 
work should be in the same 
character as all other advertising 
material for the film. 

To give “star value” the top 


| selling priority, three captions 


were used alongside the photo- 


| graphs, pointing at a previous 


performance that 


had been a 


| success with the public. As these 


| Captions were 


so long it was 
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The finished product. Forty 

similar displays travel around the 

country with the film they 
publicise. 


decided to have them set in type. 
The silk screeners were able to 
cut their stencils from these pulls. 
_ It was important that illustra- 
tions of the stars should be 
recognisable immediately, there- 
fore only photographs were used. _ 


Production of three-dimen- 
sional display material for 
cinemas has taxed the ingen- 
uity of advertising people for 
many years. Mass production 
should simplify the job. 


These were made sepia to add a 
further touch of quality. 

Of course, the school back- 
ground had to be brought in 
somewhere and this was done by 
placing line drawings of scenes 
from a typical English public 
school by the photographs. 

Throughout poster and Press 
publicity, the type face used for 
the film name was Chisel. This 
was, of course, retained in the 
display piece. 

Definite regulations cover the 
display of advertising materials 
in cinema foyers. The local 
councils and the London County 
Council make it quite clear, for 
instance, that all units must be 
absolutely fireproof. Hardboard 
and any other materials used 
must therefore be treated. 

On this particular display the 
Star names were enclosed in 
laurel leaves, which were indivi- 
dually made from metal and then 
sprayed silver to give a three- 
dimensional appearance.  Silk- 
screening would not have given 
the feeling desired. The photo- 
graphs were all cut out and 
chocked forward from the dis- 
play to give further dimension. 

The display was made in the 
form of three separate panels 
6 ft. high x 2 ft. wide. The whole 
was strutted from behind for easy 
fixing and standing by each 
cinema manager. With each dis- 
play went a drawing showing how 
each piece was to be erected. 
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DON’T LIMIT YOUR ADVERTISING! 


+. Fring up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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Dignity Need Not 
Mean Dullness 


HE line between dignity and 

dullness is even narrower 
than that between genius and 
madness. Aren't some house 
organs so dignified as to be in 
danger of committing the mortal 
sin of dullness? 

Though it has some distance to 
go yet before it crosses the line 
1 feel that Team Spirit, monthly 
news sheet of John Laing, the 
builders, ought to be re-examined 
by its editors, particularly in 
respect of its headlines. In the 
whole of the ten pages of a recent 
issue only one headline turns. All 
the rest are single lines, which 
tends to make the pages look flat. 
Even The Times runs to multiple 
headlines; Team Spirit could 
make a similar concession to its 
readers with no loss of dignity. 

* * * 

A MAGAZINE should not be too 
thin, so if for reasons of economy 
the number of pages has to be 
cut down it may be worth con- 
em newspaper format. A 
four-page newspaper crown size 
is not inadequate and may come 
to the hand better than a too- 
slin’ magazine. 

A good example of the small 
Page newspaper is Contact, the 
journal of Thomas French & 
Sons Ltd.. makers of Rufflettes 
The four pages of ordinary print- 
ing paper would look very poor 
folded to make a 16-page octavo 
magazine, but as a newspaper the 
job is perfectly satisfactory. 
Another advantage these days is 
that variation of paper quality is 
less noticeable in a newspaper 
than in a magazine. 

But a newspaper needs more 
technica] skill in make-up than a 
magazine. For all its stridency 
and apparent cheapness the news- 
paper page needs the practised 

hand of the journalist; amateurs 
find it difficult to get the hang of 


the technique—the magazine 
page is much easier. 
* * * 


THE THIRD quarterly issue of 
Press On, published by Kings 
Town Engraving Co., Ltd.. Hull. 
iS very nicely produced, but the 
editors are missing an oppor- 
tunity of being really helpful to 
their customer rez iders. The 
magazine contains a good deal of 
facetious material which I should 
like to see replaced almost 
entirely by practical articles on 
blocks, written for the buyer. 
Such subjects as screens (plain 
and fancy) the problems involved 
in reproducing reversed white on 
black lettering. the scope of alter- 
ation of a block already made 
and the range of tones available 
from four-colour half-tones could 
be discussed to the advantage of 
many people, particularly of the 
young men whose experience of 
production has been interrupted. 

Most worthwhile readers are 


busy men, and a house organ has 
to try to be worth a busy man’s 
time. 

* * 


THe epiror of The Bay, staft 
magazine of Hudson’s Bay Com- 
pany, achieves an admirable 
intimacy in his editorial. He 
really runs the magazine as if all 
the people working in the organ- 
isation were personal friends. 
This method might, of course, 
make customers feel left out in 
the cold, but this is not a cus- 
tomer journal. The office chit 
chat and the pictures are ex- 
cellent. 


Spotlight On 
House Organs 
b 
BRIAN HILTON — 


The standard of design of 
the cover, the layout, and the 
typography, is not nearly so high 
as that of the articles. In fact, 
design all round js old-fashioned. 
I suggest that such good contents 
are worthy of a better dress. 

» * * 


1 WAS IMPRESSED by = an 
editorial in the Easter issue of 
Hospitality, the journal of 
William Hancock & Co., Ltd. 
In it the chairman’ writes 
frankly on the economics of the 
business, of financing national- 
ised industries out of taxation and 
of the necessity for a return to 
common sense. 

Not all his readers will agree 
with him, but they are more 
likely to respect his frankness 
than to resent it. Most workers 
heartily dislike “flannel.” 

* * * 

THe eprror of The Lobol 
Magazine writes to me: “You 
will be amused to know that the 
editorial! was partly inspired (but 
only partly!) by your original 
article.” 

He refers to the article in 
which I accused editors of bury- 
ing their heads in the sands of 
social trivia. 

His own article is a leader in 
which he underlines the necessity 
for concentration on output, not 
merely for personal gain but for 
the much broader end of the 
prosperity of our people. 

The Lobol Magazine is one of 
the few that is set in Baskerville. 
both text and headings. Though 
a trifle light for some tastes, 
Baskerville is a beautifully 
balanced face and prints well on 
any smooth-surfaced paper—it 
was, in fact, designed for the 
early hot press smooth papers 
just as Plantin 110 was designed 
for coated papers. 
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How To Plan An Overseas Sales Film 


BIG firm of electrical 
A xz not long ago 

sponsored a film made 
with the sole purpose of being 
shown to one man in South 
Africa. 

The man was the chief of a 
huge municipal electrical under- 
taking, and the direct result of 
this single screening was an order 
for half-a-million pounds worth 
of equipment. 

This is not a typical example 
of a sales film for overseas, but 
it is a perfect illustration of its 
successful use. This highly ex- 
perienced company had every 
means of selling at its disposal: 
why then did it bank on this 
particular method in bringing off 
a highly profitable deal? 

The answer is, for the same 
that many other firms, 


such as Babcock and Wilcox, 


Rolls Royce, Stewarts & Lloyds, 


and Marine Instruments, with 
recent recruits like the Brush 
Aboe group of companies and 
Pressed Steel Co., have made the 
film part of their export cam- 
paigns: you cannot expect your 


_ representative abroad to demon- 
_ strate several tons of elaborate 


machinery in action—but, armed 
with a can or two of film he can 
do just that. 

Those who have used film in 
this way know that it is indis- 
Practicall 


all advertisers who started o 


with one film have gone on to 


sponsor others. They know them 
to be appreciated and enjoyed by 
the customer, and many salesmen 
report complimentary remarks: 
one. who took a six-reeler over 
to Mexico was told that it did 
a good job not only for its firm 
but for the whole of British 
industry. 

_ Why is it, then, that the sales 
film is still a comparative rarity? 
Can it be that many potential 
sponsors, to whom jt would be 
of the greatest benefit, feel that 
the undertaking is too complex, 
particularly, perhaps, if they are 
only moderate in size? They may 
argue that it is all right for the 
vast organisations, who have all 
the necessary contacts in other 
countries, and whose arrange- 
ments can be left entirely to their 
overseas branches, but that in 
their own case the making of a 
film suitable for many different 
countries and insuring that the 
right people see it, is too much of 
a_gamble. and may be wasted 
effort. 

But in actual fact, there is no 
need to have more than the 
normal representation in each 
country, for advice and help on 
this subject are not far to seek. 
The Board of Trade, which is 
anxious to encourage this type 
of film, has a section devoted to 


Many mak 


8s of ex 


capital equipment have 


used the film as the spearhead of their sales campaign 
overseas. There is scope for smaller firms to use this 
medium with equal success. 


it, and is only too willing to col- 
laborate, through the _ films 
officers and trade commissioners 
who operate in each territory; 
they will help the representative 
to organise film shows, booking 
either a hall or perhaps a room 
in a hotel, for a premiere usually, 
as here, is a social occasion, ac- 
companied by cocktails: further- 
more, they will help to see that 
the right people come along to 
the show. 

How many people do these 
films eventually reach? The 
audience, of course, varies enor- 
mously with the type of product 
the film describes. Not many 
firms would wish, or find it neces- 
sary to make, a film for an 
audience of one; but in all cases, 
it is much more important who 
sees the film than how many. An 
executive of a company which 
makes industrial boilers told me 
that its film was viewed by a total 
audience abroad of 60,000 people, 
and as he_said, every one of the 
60.000 counted—in fact he 
reckoned (that the figure repre- 
sented nearly total coverage. 

But experience has taught 
sponsors this: never lend a film, 
even for an odd screening, unless 
a representative is present to 
answer questions: without his 
presence, the showings are worse 
than useless. 

. * * 


SALES fil.a is in some ways 

the easiest type of industrial 
film to make, because its object is 
clear-cut; but in other ways, even 
more care is needed than with 
other types of commercial film. 
The following observations, 
culled from sponsors of long 
standing, may be useful to the 
less experienced: 

The film is going out in several 
different language versions. It 
must be planned from the start 
with this in mind. 

It is senseless to send a film with 
an English commentary to foreign 
lands. On the other hand, it is a 
compliment by no means lost on 
the customer to give him a com- 
mentary in-his own tongue—and 
it is well to use an American 
voice for the U.S. 

There are some snags here. For 
instance, it would be a bloomer 
to use a Spanish commentator on 
a film intended for the Argentine 
—though perfectly in order the 
other way about. The Board of 
Trade can be consulted on any 


doubtful points, and, if required, 
will give general advice both at 
the scripting and the rough-cut 
stages. 

Also, make sure that in dia- 
gram sequences there are not 
more English words on the screen 
than can easily be explained 
during the showing. 

The film should look impressive 
—sleek and glossy, conveying the 
idea of prosperity. 

This is no time for the firm's 
amateur cine enthusiasts to go 
into action. A good film is a job 
for the professional expert. 
When choosing a_ production 
company (the sensible way to do 
this is from samples of their other 
work), note the camerawork of 
their films. 

If scenes from the factory are 
included, do not hesitate, if neces- 
sary, to glamorise them. One 
would not go so far as to suggest 
that you replace your operatives 
with film actors, but a general 
tidying up, a spot or two of paint, 
will make all the difference on the 
screen. After all, every heroine 
requires the services of a make- 
up man! 

Sales talks should be used with 
restraint. Err on the side of 
under- rather than over-plugging. 

Film exaggerates everything 


(which is why screen stars have to 
watch their weight so carefully). 
For this reason, heavy selling, 
like the continual mention of the 


a 


re tS eae 
PANO 


By MIRIAM MAISEL 


firm’s name or too-numerous 
close-ups of stamped packing 
cases, may soon become absurd. 

Companies using film on a big 
scale, like Shell, confine them- 
selves to a mention on the credit 
title, but this is effective only be- 
cause there is continuity. But if 
the film itself is really a good one, 
no-one is likely to forget who 
made it. 

* * * 

OW, with trepidation, | ap- 

proach the tricky question of 
film costs. Not that there is any- 
thing mysterious or difficult about 
quoting a price once all the fac- 
tors involved in the film are 
known: it is simple to work out 
a budget once the shooting script 
is written. But to that oft- 
repeated query, “How much does 
a film cost?” there is no short 
answer. 

The best that can be done is 
to quote an example, and it must 
be a very recent one, for film 
costs, like everything else, are 
constantly rising. For this pur- 
pose we may take Brush Aboes’ 


Power, a production of the 
highest quality, beautifull 
polished. At a _ not-too-roug 


guess, this cost around £10,000. 

It must be stressed that this is 
not a “typical” figure—there is 
no such thing in films. It is just 
the cost of one particular film, 
higher than some of its kind, be- 
cause it visits a multitude of loca- 
tions, has a great deal of dia- 
gram work, and is about a third 
longer than most sales films. A 
shorter, simpler film, which stays 
in one place, would naturally cost 
a good deal less. 


One way of putting over the sales film in an intimate atmosphere 
is to drive your own theatre (installed in a bus) right to your 


customer's doorstep. 


The first of these mobile cinemas (which are 


being constructed by British Films Ltd.) was demonstrated recently. 
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the 
answer— 
advertising ectousindaas 


- films? terms — 


is 


We, at Theatre 
Publicity Ltd., have 


known for a long time that 


audiences like advertising 


films. But it is always very pleasant 
to have one’s opinions confirmed. The following 


information appeared in the Report of the Broadcasting 


: 
Committee 1949, issued January 1951. (Appendix H, : 
page 561). During 1948, 7,000 housewives in total 

& 


gave their opinion about cinema advertising as 


exemplitied by 40 different advertising films, 


were favourably impressed 


were unfavourably impressed 


were not interested 


‘This can mean only one thing, that cinema advertising 
is now an aceepted and approved part of any programme. : 
And here. we feel, we have played no small part in gaining j 
recognition and approval for advertising films. These Ff 


films. when directed to the housewives’ market, put over 


in the most vivid and entertaining way all the latest 


news about household appliances, fashions. cookery, 


homecraft and all the many and varied things which 
are of enormous importance to all housewives. 

Small wonder, then, that such a large percentage of 
women not only like but look forward to 


seeing advertising films. 


Theatre 


sole controllers of 


Publicity © sereen advertising for 


| ‘Limited ODEON AND GAUMONT 
i THEATRES 


Sales and Production Offices: Film House. Wardour Street, 
London. W.1. Telephone GERrard 9292 
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Oil, Milk, Beer—And Mental Health 


HE construction of 
Europe's largest oil re- 


finery at Fawley has 
recently had considerable Press 
coverage. Visiting journalists 
had been able to see for them- 
selves the progress made with 
its erection. Impressive and 
informative though such visits 
are, the work of construction 
cannot be captured by even the 
most ably descriptive of writers. 

That is why a very large 
audience is going to applaud the 
second film, completed by Esso 
Petroleum Co.’s own public rela- 
tion film unit, on the work of con- 
structing this refinery. 

The film is an extended sight- 
Seeing trip, lasting from April 
1950 until the beginning of this 
year. Our guide, Andrew Rice 
(who also produced and wrote the 
script) is a mine of facts and 
figures and useful metaphors. 
Whenever one feels that his com- 
mentary is about to lose his 
audience in technicalities, he 
sweeps them off to the canteen, 
the sportsground, or welfare 
department. Further, whether the 
audience is sludging in a winter's 
mud or welding its mind to the 
intricate pipelines, there is the 


pleasant accompaniment of back- 
ground music. 

The film is an object lesson in 
how to make a prestige advertis- 
ing film on the building of a 
refinery or factory. The secret 
would appear to lie in shooting 
material from a wide variety of 
angles and the sustaining of 
dramatic effect by sharp editing. 

A vast audience comprising 
Government and local Govern- 
ment Officials, farming associa- 
tions, chambers of commerce, and 
educational bodies will see this 
film. 

* . * 


T the time of the Great 

Exhibition in 1851, milk 
drinkers and cheese and butter 
eaters lived in considerable 
danger of contracting tuberculosis 
and typhoid, 

To commemorate the hundred 
years of progress in the dairy 
industry, Wallace Productions 
have made a 37-minute film for 
United Dairies, featuring the in- 
ventions and trends in the 
economic field leading up to the 
introdug..on of the National Milk 
Scheme during the second world 
war. 

“Prelude To Progress” is, from 
United Dairies’ point of view, a 


self-effacing film. The firm is 
content with the thought that 
demonstration of the very latest 
hygienic machinery in marketing 
milk and in the manufacture of 
butter, cheese and dried milk is 
the soundest approach to public 
appreciation. 

It is an ambitious film—work- 
manlike rather than inspiring. 
But at the end of it all one is 
left to wonder whether processed 
cheese will not in the long run 
ruin the nation’s palate. 

. * * 
HE palate bring us to Whit- 
bread & 0..s “Kentish 
Festival” (running time 23 
minutes, produced by Ace Films). 

Both hop- growing, which 
England has been doing for the 
last 450 years, and the Hop 
Festival, with its East End of 
London exodus, are splendid film 
material. But they are subjects 
with quite different audience 
interests. The film falls between 
two stools. The cultivation of 
hops in greater detail would 
have had a big appeal around 
the farming associations and 
agricultural colleges. And the 
annual hop picking and Festival 
is a natural human interest story, 
when portrayed through the eyes 
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of a typical East End family. 

Unfortunately Ace Films have 
treated the film in newsreel style 
and never really got at the heart 
and muscle of the subject. 

Still, carefully edited and cut 
to 10 minutes, Whitbread’s could 
break fresh cinema territory by 
putting the film on around their 
pubs. 

* * * 
F. EASTERBROOK, News 
e Chronicle agricultural cor- 
respondent, puts over a convinc- 


PAUL NUGAT, in this month's 
film reviews, ranges from oil to 
milk and thence to beer. After 
passing judgment on cart horses, 
fire engines and high jumps, he 
reviews a Government offering 
on mental illness, and ends by 
reviewing an example of Ameri- 
can film-making. 


ing case for the retention of farm 
horses alongside tractors, in the 
Ministry of Agriculture film “The 
Farmer's Horse.” In choosing 
this moment to champion the 
future of our world-famous 
breeds of farm horses, the 
Ministry has its eye on the sharp 
decline in horse breeding in the 
U.K. From the pre-war figure of 
one million, only 549,000 are left. 
* * * 

ROM May 7 a 10-minute 

film, produced by the Crown 
Film Unit for the Home Office 
and the Scottish Home Depart- 
ment, will be shown in 3,000 
cinemas to encourage Fire Service 


To-day, the cinemas are the daily mecca of 


millions of people, and every single cinema-goer 


is a potential customer for all advertisers whose 


products are advertised on screens at the disposal 
of PRESBURYS Screen Publicity Service. 


There is, indeed, no more powerful or effective 
means of bringing your message, or product, 


to the 


receptive attention of the millions 


than through the media of Presburys Films, 


Filmlets and Slides. 


PRESBURYS 2) «. rrcssurr's co. uo 


Gloucester House, 19 Charing Cross Road, London, W.C.2. Telephone WHitehall 3601* 


“Member of the Association of Specialised Film Producers *’ 
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It’s nice to 
know 


you ve 
appreciated / 


Yes! MOBO TOYS— Spaniels, Broncos, Toy-toises—thousands 
of them are appreciated today more widely than ever . . . . thanks to 


‘Her Dream Came True’, the 2-minute advertising colour film so 


successfully exploited by Sebel Products Limited in a distribution scheme 
arranged throughout the country by Publicity Films Ltd. Did this 


campaign pay? The answer is an unreserved and resounding—Yes! 


A powerful selling job planned along similar lines could be done for other 
products too—why not your product ? 


Write for the booklet, telling the full 
story of this successful campaign, to: 


PUBLICITY FILMS LIMITED 


(An Associate of The Film Producers Guild) 
GUILD HOUSE * UPPER ST. MARTIN'S LANE ~ LONDON W.C.2 Phone: TEMPLE BAR 5420 
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—SO MUST YOUR 

ADVERTISING. To the 
vast mass of British people 
who are present serving 
abroad in Germany, Austria, 
N. Africa, Middle East, Malaya, 
Singapore, Hong-Kong etc. Well 
paid men and women who are 
out of touch with the main 
impact of normal advertising 
campaigns. These potential 
customers have unequalled shop- 
ping facilities for your goods. 
SELL to them through the Cinema 
Screens— 
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THE ONLY WAY 
Consutt 


HREGENT FILM CORPORATION LIMITED 
National House, 60/66 Wardoar Street, London, Wl - Gerrard 21524 


PHOTOGRAPHERS 


BRIGG: 
MUdeun O34 


For HOME & OVERSEAS 
The cheapest and most effective 
ADVERTISING 
Dainty *Give-away’ Booki 
LADDERSTOP MATCHES for silk 
stockings 
MOTH MATCHES for clothes and 
carpets. 
MOSQUITO MATCHES (for export) 
SOAP LEAVES. Something when 


travelling 


~<GLASS CLEANERS. 
CUT FLOWER, leaves for reviving 
blooms 


vase . 
Etc. etc. etc. 


| H. O. MEYER 
| 25/27 Sefton Road, Walton 
LIVERPOOL 9 
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Oil, Milk, Beer—And Mental Health—continued 
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recruiting. The film, “Fire's the 
Enemy,” emphasises the nature of 
the training to be undertaken. 

* * * 


ETTING off the ground in 

fine style is _ brilliantly 
demonstrated in the latest News 
Chronicle offering to young 
athletes. “High Jump” was pro- 
duced by Verity Films to help 
school coaches. Under that tire- 
less teacher Geoffrey Dyson, 
A.A.A. chief national coach, a 
squad of four young people are 
shown the first principles of 
executing this form of jumping. 

* * 


HE Ministry of Health turns 
our attention to the 145,000 
people in Britain to-day, who are 
being treated for mental illness. 
“Out Of True” takes us to a 
mental hospital, where various 
kinds of curative practice from 
psycho-analysis to electric shock 
treatment are used to help four 
out of five people get better. For 
some strange reason, the 
mentally sick have often suffered 


from a stigma in the public mind. 
The Ministry of Health seeks 
through this film to remove this 
attitude. 

The film has been refused 
general distribution by the big 
cinema circuits. Admittedly, it is 
not as instructive as it should 
have been; it is certainly not 
entertainment. It will, however, 
put heart into many people, 
whose loved ones have suffered 
in this way. 

* * * 

N opportunity to judge 

American standards of ani- 
mated technical films comes 
through the distribution by 
Moviegram Films of “Light Con- 
trol Through Polarization.” Pro- 
duced by Loucks and Nourling, 
this 22-minute Kodachrome film 
deals with the polariscope; uses 
of polarized light in scientific re- 
search; natural and _ synthetic 
polarizing filters; the reduction 
of headlamp glare; and the polar- 
ization of sunlight, diffused day- 
light and artificial light. 


a oR he es ee ™ e 5 


Teaching the high jump. A still from the recent “News Chronicle” 
film produced by Verity Films. 


| Film Editor 


R. FRED LEE, Parliament- 

ary Secretary to the Ministry 
of Labour, told The Scientific 
Film Association conference that 
the Government approved the 
work being done by the S.F.A. 
to further the serious use of films 
in staff training, and that it was 
proposed to increase substantially 
the Government's grant during 
1951-2. 

* * * 


The Association of Specialised 
Film Producers has issued a 
memorandum to members on how 
to submit claims to the newly- 
formed British Film Production 
Fund. 

* * 


Twelve specialised films are 
being sent from th:s country to 
the Berlin Film Festival which 
opens on June 6. Sponsors in 


' the industrial field are the Elec- 


Writes... | 


trical Development Association 
(“Electro - Chemistry”), Shell 
(“Diesel History”), Rolex Ltd. 
(“The Story of Time”), and 
Pilkington Bros. (“Armour Plate 
Glass and Armour Light”). Eight 
Government-sponsored films have 
also been ectocted. 
- * 


Film makers from Sweden, 
Finland, Denmark, Portugal, 
Belgium, Yugoslavia and Chile 
are attending the British Council 
course on “Film Production” in 
London which is due to end on 
May 16. The programme has 
been arranged, with the co- 
operation of the British Film 
Academy and the British Film 
Institute, to give producers, 
directors, scriptwriters and pro- 
duction managers from overseas 
as complete a picture as possible 
of present-day film production 
in Britain. 
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The official guide to the membership & products 
of Britain’s leading Association of Manufacturers 


he FBI Recister of British Manufacturers, official 

directory and export buyers’ guide of the Federation of 
British Industries, is used by thousands of importers, ex- 
porters, agents, buyers, shippers, Commercial Attaches, 
Consuls, Trade Commissioners, Chambers of Commerce and 
others, because it is their official source of information on 
the membership and products of the FBI, Britain’s 
leading association of manufacturers. The Register is 
also consulted in hundreds of commercial and technical 
libraries throughout the world. 


1951-52 EDITION in active preparation. 
The best export advertising medium for 
all FB! members. 


ILIFFE & SONS LTD., DORSET HOUSE, STAMFORD STREET, LONDON, 5.E.1. 


Its displayed advertisement section and classified references 
to products and services are exclusive to FBI members, 
who have proved it to be the most productive medium 
for promoting world-wide trade enquiries. Distribution 
is unique, and buyer-coverage the maximum obtainable by a 
guaranteed circulation of 10,000 copies. 
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Technical Publicity: 


Policy and Practice 


TRADE & 


TECHNICAL ADVERTISING 


10, 


How To Get First-class Photography 
That Does More Than ‘Fill Space’ 


HAT is your attitude to 
photography? 
Perhaps you think it 


slightly ridiculous that you 
should be expected to have an 
“attitude” towards photography 


at all. If so, that is what 1 
expected you to think. 
Because photography is em- 


ployed in the blockmaking pro- 
cess or is closely associated with 
it, photography is only too often 


faced as you inevitably will be by 
page after page of wooden illus- 
trations, that you are indeed a 
shining example and the excep- 
tion which proves the rule. 
That any entirely lukewarm 
feelings towards photography can 
exist at all seems incomprehen- 
sible. Of all forms of advertising, 
technical advertising must most 
consistently employ that medium. 
Yet who has ever heard of a 
director of photography in an 


@ Do you employ the best photographer you can get? 
@ Do you brief him in detail, taking considerable time 


over it? 


@ And, when you get his pictures, do you handle them 
with the reverence accorded to finished artwork? 


— If you do, you are indeed “a shining example, and an 


exception,” 


says J. M. WILLIAMS. 


bundled together with the mech- 
anical processes, although lip- 
service is paid to it in the art 
departments where photographs 
are duly cut up, squared up, and 
touched up with callous uncon- 
cern. 

If you doubt the 
that far too many technical ad- 
vertisers and agents have no 
‘attitude’ towards photography, 
ask yourself what your own 
policy towards it is. 

You may pride yourself that 
you employ the most highly paid 
person or otherwise the best man 
available for doing your photo- 
graphy. But that is not necessarily 
a policy for photography, al- 
though it is a policy for filling 
space. 

If you doubt the implication 
that you undervalue photography, 
ask yourself if you have ever 
seen a photograph handled with 
the reverence accorded even to 
some of the more ordinary 
samples of original artwork. Ask 
yourself how much time is spent 
briefing your photographer, if he 


contention 


is briefed at all. And, if in all 
sincerity you find these condi- 
tions fulfilled, then turn to the 


pages of the trade 
Press. You must 


and technical 
then admit, 


agency? How many art directors 
really understand the nature of 
the medium, the technicalities in- 
volved or the potentialities 
offered? How many agencies 
ever bring in the photographer to 
confer with the artist, possibly the 
copywriter and even the client 
before the finished layout is 
prepared? 

Is even the prime purpose of 
the illustration often explained 


before operations commence? 
No, it is more often not 
explained, because the prime 


purpose is to fill space and not 
to tell a story. 

Yet photographs 
passed story-tellers. 
tell a story of drama, of detail. 
of texture, of tracery, of trans- 
jucence, of depth, of precision, of 
brilliance—and, above all, with 
the infinite resources of light and 
focus at their command, they can 
tell the required story with at 
once an imagination and fidelity 
that no other medium = can 
approach. 

Briefing for this task falls into 
two main categories. 

There is the first and largest 
category that simply “leaves it 
to the photographer” and under- 
takes to make the layout fit the 


are unsur- 
They can 


photograph. It is a brave man 
indeed who undertakes to make 
one unknown fit an imponderable. 
But the people who organise 
their photography on this basis 
are often rather proud of it. 
Their’s is the “modern” attitude 
—rather like the attitude dis- 
played in bringing up children, 
that of letting alone the little 
dears and not hurting their feel- 
ings or curbing their tempera- 
ments. This is, of course, no 
more than a thinly disguised 
means of “passing the buck.” 

When the prints are received— 
not prints of specified tonal 
depth to suit a given purpose, but 
just “prints’—then the art boys 
go to work. They strip in the 
headline, maybe, and in s0 doing 
strip the atmosphere entirely out 
of the picture. Or maybe they 
cut out many of the relevant 
passages in the print and then 
express vexation that, in the 
nude and entirely unrelated to the 
surroundings in which it was 
photographed, the cut-out illus- 
tration of the product fails to 
come up to expectations. They 
retouch here, deep-etch there, in- 
variably without consulting the 
photographer, and by the time a 
photographic illustration gets into 
print, its creator can more often 
than not be excused if he fails to 
recognise his own work, or pre- 
fers not to recognise it. 


The Trouble 

With Efficiency 

The second approach towards 
space- filling by photography is 
the “efficient” approach. The lay- 
out will be completed by the 
artist in a very “competent.” 
finished manner and will be ap- 
proved by the client. Let us say 
the illustration contains a figure 
with a headline stripped in across 
the body and commencing over 
the right elbow. This artist has 
lettered a headline across his con- 
ception of a human body in a 
given position. He is rather proud 
of his layout and he proposes to 
See it exactly reproduced. So 
along he goes to the studio bear- 
ing a tracing of the illustration 
reduced to fit the view-finder of 


the camera and a strip bearing the 
headline to indicate exactly where 
it is to go. Now the torso he has 
drawn, whilst bearing a resem- 
blance to a human figure, does 
not necessarily represent the 
physical structure of the model. 
In fact, it may represent an im- 
possible human position, anyway. 
If one of these likely occurrences 
arises, the repercussions are 
enormous. The headline that was 
supposed to start above the elbow 
has now got to be positioned 
below the wrist. But if we move 
it above the elbow, this impos- 
sible human being of a model is 
incorrectly proportioned in rela- 
tion to a string of letters. 


Picture Of 
A Dictator 


The situation is too depressing 
to enlarge on. If it can so easily 
and swiftly assume such dimen- 
sions at a glance in respect of 
physical positioning, the pitfalls 
inherent in depth, lighting and 
contrasts do not bear considera- 
tion. It is indeed incredible that 
artists working in one medium 
pencil or wash—and not neces- 
sarily artists of note, at that, can 
presume to dictate rigid condi- 
tions upon craftsmen working in 
an entirely different medium of 
which they, the former, have 
little or no expert knowledge. 

Industrial photographers whose 
names are synonymous with the 
best work obtainable to-day agree 
that these attitudes not only exist, 
but do unfortunately represent 
those most often displayed to- 
wards them and their work. These 
men plead that having obtained 
recognition as specialists, they 
would be treated as specialists; 
they feel that in their specialised 
knowledge, they have something 
to give. They feel, perhaps, that 
there is something that it is their 
due to receive; that is the closest 
collaboration, not only in the in- 
ception and planning of the cam- 
paign, but also thereafter in the 
preparation for processing and 
throughout the mechanical] pro- 
duction process. 

In the sphere of colour, par- 
ticularly, they would wish a direct 


(Continued on page 270) 
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“MENS WEAR” 


THE WEEKLY TRADE PAPER 
WITH A LARGER NET PAID 
CIRCULATION THAN ANY OTHER 
BRITISH MEN’S WEAR PUBLICATION 


14,750 


PER WEEK 


HEAD OFFICE: 
Kings Bourne House, 229/231 High Holborn, 
London, W.C.1. CHAncery 6291. 


BRANCH OFFICES: 
Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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TECHNICAL 
ACCOUNTS 


Contractors 
Builders 
Engineers 


20.000 


trade subscribers may want to 


see your client’s announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


A reliable medium 
for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tuesdays & Fridays 


Published by 
METAL 
INFORMATION 
BUPEAU LTD. 
Birkett House 
27. Albemarle St 
London, W.i 
REG S805 


= Covers the whole field of 


Textile Materials, Process Production 


IN EVERY COUNTRY 
WHERE TEXTILE MACHINERY IS USED 


EMMOTT & CO. LTD - 31 KING ST. WEST - MANCHESTER 3 
LONDON OFFICE: 21 BEDFORD STREET, W.C.2 
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TRADE & TECHNICAL ADVERTISING 


Technical Print Review 


HOW ONE AGENCY GETS NEW 


TECHNICAL ACCOUNTS 


IECHNICALLY __ Speak- 

ing” is the title of a well- 
planned folder issued by Tibben- 
ham Publicity Ltd. on behalf 
of their technical advertising 
services. While, technically 
speaking, it is strictly not a 
piece of technical advertising, 
this seems to be the proper place 
to make reference to it. 


Closed, the folder measures 
84 in. x 54 in. and the cover 
simply features part of a hand 
handling an oil seal with a small 
line drawing of the seal housing 
in a white panel partly super- 
imposed on the hand. The whole 
is set in a solid crimson back- 
ground. 

When the two vertical folds 
are opened, a black and white 
strip of fourteen sections 
arranged in two banks is 


Statistically speaking: Three new 
clients. 


revealed. This tells the story of 
what happens from the time a 
client places an account with the 
agency. 

From here to the full inside 
spread is but a flick of the wrist. 
This area is divided into three 
vertical panels with a full width 
strip in crimson across the top 
carrying the slogan “We create 
publicity that tells.” The first 
panel is headed “Press” and 
shows .on a_ black ground 
specimens of Press ads., the 


| second headed “Print” shows also 
| on black, specimens of catalogues 


and leaflets, while the third, 
which is white, enumerates the 


| services offered by the agency. 


By J. Hl. Miller-Wheeler 


Across the bottom of the first 
two panels is a strip in crimson 
with agency name, address and 
trade mark. Most of the titlin 
and text matter is set in Rockwel 
and Gill Sans. 

This well-designed folder with 
its logical sequence puts over the 
comprehensive services of a 
specialist agency in an interesting 
and compelling way. That it is 
an attractive piece of print is 
evidenced by the fact that at least 
three new clients have been 
attracted to the agency by it! 


* * * 


ALSO FROM TIBBENHAM 
Publicity Ltd. comes a six-page 
booklet featuring Houchin Diesel 
Generating Sets. This is a fine 
piece of print and one where the 
design has made a definite break, 
typographically, from the normal 
traditions of engineering. Their 
use of Stephenson & Blake’s 
Chisel for the main titling is not 
only daring but highly successful. 

The booklet measures 10 in. x 
8 in. and is printed on art. Cover 
features a 100 ICVA Diesel 
Generating Set in natural colour, 
cream and black, on a two- 
colour graded air brushed back- 
ground. The colours, red laid 
on from the bottom left and blue 
from top right merge on the 
diagonal. 

The name Houchin Diesels is 
located top centre in a long 
panel with the first name 
reversed on black and the second 
printed black on cream. A small 
oval panel, bottom left, carrying 
the title of the unit reversed on 
black completes what should be 
regarded as a first class example 
of what can be done with a 
difficult subject. 

Inside text is printed black in 
10 and 12 pt. Times Roman with 
captions of Gill Bold in red. 
Chisel is again used both with 
and without panels in red or 
black for page titles and the 
company’s name. All type 
matter is printed on pale yellow 
panels with rounded corners 
which cover all but a 4-inch 
margin of each page. 

The layout and typography of 
these pages are as near perfection 
as one could wish. 


* * * 


THE TWENTY-PAGE catalogue 
featuring their No. 16 Universal 
Thread Grinding Machine 


(Continued on page 270) 
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BUYING COMES EASY WHEN THE 
ILLUSTRATED LONDON NEWS 
HAS DONE THE SILENT SELLING 


If a campaign is to influence public opinion towards 
the aims and achievements of a great Industrial 
concern there is no British publication to surpass 


The ILLUSTRATED LONDON NEWS. 


On a cost and coverage basis The ILLUSTRATED 
LONDON NEWS justifies a high position on 
your media list, for the reason that, apart from 
the cost, you acquire home and world-wide prestige 
which cannot be assessed in terms of money. 


Your campaign will be stronger and more effective 
if you nominate the use of The ILLUSTRATED 
LONDON NEWS. /Yovr announcements 
would keep uncommonly good company with 
advertisers whose products ate known in every 


civilised country in the world. 
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THERE IS NO SUBSTITUTE FOR THE 
ILLUSTRATED LONDON NEWS, THE 
FIRST ann GREATEST ILLUSTRATED 
NEWSPAPER IN THE WORLD 


W. J. COWAN, Advertisement Manager. Commonwealth House, New Oxford Street, London, W.C.1. HOL. 6955 
MANCHESTER OFFICE: 55, Market Street. Tel. Blackfriars 4109 
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TRADE & TECHNICAL ADVERTISING 


May 10, 1951 


THE TRADE PRESS 


A Retailer Complains Of Branded Goods 


attract attention to the model 


Ads. That Paint A False Picture 


In his comments on the trade Press this month, 
SCRUTINEER ventilates the views of a shoe shop 
proprietor who thinks that manufacturers of well- 
known branded ranges should relate their consumer 
advertising more closely to the conditions of supply 
As it is, he claims, they often paint a 


in the shops. 


T is reasonable that a woman, 

having read in her daily 

paper or favourite weekly 
that a certain branded line in 
shoes, in various styles and 
colours, is “available at good 
shoe retailers throughout the 
country” should expect to obtain 
a pair without much trouble. 

But, according to a_ retailer 
writing in The Shoe and Leather 
News (March 29), she is quite 
likely to be disappointed these 
days. And the consequence may 
well spell demotion, rather than 
promotion, he suggests. 

Referring to those ads. which 
offer a “bewildering choice and 
which create an impression in 
the public mind that shoes are 
so abundant that they have only 
to ask, to receive,” he says the 
actual position is that retailers 
are stocked to the ceiling with 
footwear which, because of high 
prices, is moving too slowly to 
make room for new season's 
promotions. 

This trader's point is that the 
demand induced by such ads. 
only aggravates retailers’ prob- 
lems. “Staff are familiar with 
those customers who present 
cuttings from ads., expecting a 
choice of the particular styles, 
colours. prices and fittings 
offered.” 

As one example, he mentions a 
half-page ad. in a national daily 
which portrays 12 styles, some of 
which are available in as many as 
six different colours; altogether. 
they total 58 lines of shoes. 
“Imagine the factory production 
needed to cover the potential 
demand such a promotion should 
develop in order to cover the cost 
of the advertisement,” he com- 
ments. 

Again, a full-colour page in a 
women’s weekly advertised a 
style in seven colours and in 
fittings from AA to C, which 
represented 28 lines in every size 
and half-size. “The aggregate of 
shoe production mounts to a 
fabulous total if the implications 
of Press advertisements are to be 
carried to a logical conclusion.” 

This man’s argument is based 
on the fact that soaring prices 


false picture. 


tend to restrict sales potential and 
also. diminish manufacturers’ 
margins available for advertising, 
owing to their need to retail 
below ceiling prices. “Is not this 
an inversion of economics by 
seeking to create an overwhelm- 
ing demand for what may not be 
obtainable: to be paid for out of 
prices which yield no margin to 
the promoter?” he asks. 
“Manufacturers tell us they 
ire producing shoes at prices 
below rdplacement cost by using 
old stocks of materials married 
to new purchases. Retailers and 


He concludes by suggesting 
that if manufacturers need to 
stimulate greater consumption of 
shoes they would achieve this end 
better by keeping prices within 
the purchasing power of con- 
sumers; by concentrating on a 


more carefully pruned choice of 

styles and colours; and by creat- 

ing in their advertisements im- 

pressions more closely related to 

present-day conditions of supply 
* * * 


HE all-out effort which is 
being made by the Ministry 
of Food to impress upon traders 
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The “Hardware Trades Journal” presents these two examoles of the 


modern charwoman for disolay purooses. 
entirely from goods stocked by hardware dealers. 


Both can be constructed 
And lest anyone 


should think that the chars look too manly, the paver points out that 
the skirts of yellow dusters or scouring pads were intentionally omitted 


to show the body construction! 


Readers are invited to submit 


photographs of their ideas in this direction. 
Darton ee Net Not Net Not Net Net Net Not Net Not Not Not Not Not Not Not Not Not 


wholesalers, in their turn, are 
selling shoes at less than replace- 
ment values. Such conditions, 
according to strict economics, 
represent business in a_ fool's 
paradise and, inevitably, must 
lead to collapse and bankruptcy. 

“Retailers may be maintaining 
their turnover figures, but already 
it is clear that pairage figures are 
dropping as prices rise; so may 
we not be excused if we fail to 
see any logic in the production of 
such lavish varieties of fashion 
shoes (as the ads. portray), at a 
loss in a diminishing market?” 


and the public the importance of 
food hygiene provides scope in 
plenty for tie-up advertisements. 
The latest development, I see in 
The Grocer’s Review (April 10). 
is the introduction by the Minis- 
try of a portable exhibit which 
is to be lent free of charge to 
local authorities and other bodies, 
either for display on its own or 
for incorporation in appropriate 
exhibitions. 

The exhibit is 30 ft. long, 8 ft. 
high and 5 ft. 6 in. deep, and 
consists of three sections. The 
centrepiece, which js designed to 


bye-laws issued in 1949 for the 
guidance of local authorities, is a 
model in perspective of a street 
with a “good” shop and a “bad” 
shop. Nine ways by which food 
can be kept free from contamina- 
tion are listed on a contro] board, 
and the spectator can operate 
lights which illustrate the good 
and the bad features. 

Another unit showing how a 
shopkeeper can take care of food 
on his premises consists of ten 
humorous drawings stressing the 
importance of the personal atti- 
tude to the question of hygiene. 

* * * 


HERE is value in a name, so 
stick to it! That is the 
advice given in an article on 
advertising in the Outfitter 
(March 24). To illustrate his 
point, the writer tells this story: 
“A retailer in a working-class 
district once said to me, ‘I have 
been in Marshall Field’s in 
America, and I have worked in 
the best class businesses in this 
country—but I have never done 
so well as | am doing now.’ He 
had adapted his personality to 
the district. “Get your overalls 
from Sam Peters’ was his slogan. 
He was not too proud to drop 
the mister: his customers called 
him Sam. He joined the working 
men’s club and took part in other 
local activities. Everywhere he 
went he was known as Sam 
Peters ‘the man who gives the 
best value in overalls.” ” 

* * * 
ATIONAL Sewing Week is 
becoming established as a 

hardy annual event. Resvlts 
show that the promotions are 
getting across to the woman in 
the street, according to Mr. 
Francis Neate, director of the 
National Needle Arts Bureau 
(Drapers’ Record, March 31). 

He says that despite the 
dangerously early Easter, fashion 
promotions did not appear to 
have upset their activities. It was 
part of the plan that the event 
should fall at the same time each 
year, and to avoid monotony by 
changing the promotional 
features. 

Mr. L. J. Pryer, one of the 
judges of the competition for 
shopkeepers held during the 
week, comments that not suffi- 
cient use was made in the displays 
of the drawings and slogan fur- 
nished by the Bureau, which tied 
up with newspaper advertising. 
He advocates closer co-ordination 
of the two means of publicity by 
shopkeepers. 

* * * 


HILE many women sew as 
a necessity, there are thou- 
sands who adopt it as a hobby. 
The promotional efforts of the 
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THE TRAVEL AND LEISURE MAGAZINE 
published in association with 
The Sunday Times 


GOES 
TO 


100.000 


A success from the word GO. First number sold out— 


second number, now printing, goes to 100,000 copies. 
GO has restored the general magazine to its proper 
place in British illustrated journalism. GO is the quality 
magazine with the quantity appeal. Get into GO—you'll 


be in good company. 


ED Advertisement Department, 46 Piccadilly, London, W.!. Telephone: Regent 2495 
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GRAHAM 
and 


GILLIES 


LIFTING AND 
SHIFTING GEAR 


FOOD MANUFACTURE is one of the 
‘LEONARD HILL TECHNICAL GROUP 


:~ specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and _ earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 
MUCK SHIFTER 

and Public Works Digest 
is another publication of the 


TECHNICAL GROUPG 


PETROLEUM—FIBRES 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 
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Branded Goods Ads. that paint a false 


picture—continued. 


National Needle Arts Bureau and 


| the drapery shops are directed at 


| hand-craft, 


the exponents of this form of 
but few traders seem 
to worry about the men and 
women who spend their leisure 
hours working in metal, plastic, 
wood, leather, etc. 

This thought prompts a cor- 
respondent in The Ilronmonger 
(March 24) to suggest that there 
is an opportunity here for the 
hardware man to supply most 
of the materials and other acces- 
sories that these people need. He 
points out that many of the 
tools required are already in 
stock and that the ironmonger is 
in a position to give valuable 
advice to potential craftsmen and 
women. 

Some idea of the size of this 
“hobby market” can be gained 
from the fact that technical 
colleges and evening schools are 
unable to cope with the demand 
for lessons in crafts of all types. 
The majority of youth clubs, too, 
now have their own craft centres 
with qualified teachers, and many 
of the women’s institutes are 
making a speciality of numerous 
other hand-crafts, besides sewing. 


knitting and embroidery. And 
many people who have been 
taught in occupational therapy 


departments in the hospitals con- 
tinue the treatment as a hobby 
ifter their discharge. 

The article in The Ironmonger 
did not pass entirely unheeded, 
for a couple of issues later the 
paper carried a full-page editorial 
devoted to a window dressing 
service introduced by Wolfe 
Flectric Tools Ltd.. which fea- 
tures a display of home con- 
structor equipment. 

*! * * 
| 


OMMENTING that indirect 

advertising is often one of 
the most effective forms, Man 
ind His Clothes (April) compli- 
ments a retailer on a leaflet pre- 
pared for distribution to cus- 
tomers, which provides, in chart 
form, a complete guide to the 
emoval of stains from clothes. 
This retailer has made a study of 
stain removal and in the leaflet 
he offers free advice to anyone 
coming up against a particular 
problem. 

~ - * 


NOTHER retail men’s cloth- 
ing firm. Hector Powe Ltd. is 
praised in Men's Wear (April 28) 
for the production of a book for 
customers, entitled “A century of 
Contrasts in Men's Dress.” Tying 
up with the Festival of Britain, 
this interesting catalogue (for that 
it really is) shows, on facing 
pages, the dress worn for various 
occasions in 1851 and that which 
is fashionable to-day. The prices 
of the current styles are shown 
in very small type, almost as an 
afterthought, but those of the 
century-old models are not given, 
so the reader is not haunted by 
the phenomenal rises which have 
taken place over the years! 
The same paper publishes a 


report of a talk given to the 
British Sales Promotion Associa- 
tion by Mr. Lungley Powe, a 
director of Hector Powe Ltd., in 
which he says that customer re- 
lationship is an art and a science 
deserving of constant and careful 
study. Unfortunately, it is a 
factor still too often neglected in 
British business. 

By means of Comment Cards 
put in the pockets of every pair 
of trousers, jacket or overcoat 
sold, this firm is able to track 
down 2 per cent of their cus- 
tomers who are dissatisfied, They 
have a special treatment for these 


people. Their names go into the 
“hospital” file and they are 
“weaned” through  correspon- 


dence, to send the garment back. 
If they find it inconvenient to call 
at a branch, the Visiting Tailor 
Service visits them. 
* * * - 
ET the best at the sign of 
the lighthouse” is the 
slogan of the National Federation 
of Fish Friers which issues win- 
dow cards to members every 
month, for a fee of Ss. per year. 
In addition to the slogan, the 
cards carry “buy fish and chips” 
messages, 

The Fish Friers’ Review (April) 
advises that the cards are 
especially suitable for use where 
local advertising schemes are in 
operation, because they link the 
shop with the ads. through the 
slogan. The cards are 20 in. x 
14 in. and are double-sided. 

A sign of a different character 
has been affixed to the premises 
of a Clacton-on-Sea ironmongery 
shop (The lronmonger, March 
31). Measuring 5 ft. 6 in. x 3 ft. 
6 in., it is in wrought-iron, with 
the figure of a blacksmith and 
the name of the shop coated with 
gold leaf. 


I can see only one | 


snag to this excellent idea; visitors | 


will be popping in for a quick 
one! 


“Exposition Of 


Achievement” 


“Advertising should be the 
true and lucid exposition of 
achievement. For this, the 
achievement must be 
stood. 

So say wW. Hopwood & Co.., 
Ltd.. the Manchester technical 
agency in introducing a booklet 
consisting of an assembly of a 
few typical advertisements pro- 
duced by themselves. 

The booklet lists the agency's 
clients, six or seven per page, on 
the left-hand side and gives 
typical advertisements (reduced in 
scale) on the right. All these ads. 
are for technical accounts— 
except for one directed at re- 
tailers of Ada washing machines 
in which consumer advertising 
plans are announced. 

There are 12 pages, each 9 in 
x 11} in. 


under- 


: 
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Have you a 
product or 
Service to offer 
EXPORTERS ? 


lf you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 

‘our name before the 

xport Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


copy ing rates 
salen etety 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 


The ONLY complete 
Buyers’ Guide to 
British —— and 


EDITION NoW 
IN PRODUCTION 


COPY DATES 
FOUR COLOUR JUNE 4th 
TWO COLOUR .. . JUNE 18th 
BLACK ONLY ............ JULY 2nd 


Rates and full particulars from: 
The Pottery Gazette and tom Trade 
Review, 8 Ludgate Broadway. London, 
E.c.4 Telephone: City 2388 9 6640. 
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borings 3,000 feet deep which have drawn off 600,000 tons of oil since drilling 

began eleven years ago. That’s not much by American and Iranian standards, 
but this output is known to be seepage from what must be a huge underground 
reservoir beneath the British Isles. Someday, they may find it, and then Britain 
will ‘ strike it rich.’ If you went through Eakring, you probably wouldn't notice 
the oil pumps in the fields because most of the well-heads are obscured by tall 
hedges, trees or growing crops—but the people of Nottingham and the 
surrounding district know about this great potential wealth in their neighbour- 
hood. They are kept informed of the progress of this exciting enterprise by THE 
NOTTINGHAM JOURNAL and the NOTTINGHAM EVENING NEWS. 
These Nottingham papers are read regularly by everybody in the area — for 
news of national interest — and for complete details of the activities in their 
neighbourhood. The Nottingham papers are the day-to-day chronicle of 
their life. If you want to bring your product home to the people of the 
Nottingham area, there’s no better way to reach them than through advertising 
in their papers—THE NOTTINGHAM JOURNAL and the NOTTINGHAM 
EVENING NEWS. 


Y:-: oil in England, near Nottingham, at Eakring! There are 250 wells with 


THE NOTTINGHAM NOTTINGHAM 
JOURNAL EVENING NEWS 


(A.B.C. SALES 32,414) (A.B.C. SALES 77,585) 


e& Ernest Lumsdon : London Advertisement Director 


ry WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170 FLEET STREET, LONDON, E.C.4 Tel: CENtral 3265 


Leeds Office: Russell Chambers, Merrion Street, Leeds 2 Monchester Office: Midland Bank House, 26 Cross Street, Manchester 2 
COVERS THE PROVINCES Tel: Leeds 24998 Tel: Blackfriars 3930 
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AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


75.000 


COPIES PER DAY 


s 


EVENING POST 


in Excess OF 323.000 copies PER WEEK 


HERALD OF WALES 


CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


| PRINTING 


AT ITS BEST 


Weare in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 


TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 


Telephone : BUCkhurst 1252 - 1002 


b ROWCARDS, 


July—Dec. 1950 
A.B.C. Figures 


Copies 
Weekly 


EXHIBITION STANDS 


bentycten DISPLAYS 
aust on AMin, we Tl LETTERING 
OSTERS Ni POSTERS 
ony Y Size | SERVICING 
“Consult ps AND STORAGE 


SILK SCREEN ARTS L™? 


97 SHIRLEY ROAD.CROYDON 
ADDISCOMBE 31476 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA + S.W.1 + TEL. VIC 0912-3 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP ny EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERS 


Giants? 


. . Photographic enlargements tell 
the story more effectively than words. 
Ask for details 


ROTAPRINT & MULTILITH USERS 


We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 


for QUALITY and RELIABILITY 


"Phone Shoreditch 3942 ee SS —— 
VARILITH SERVICES LIMITED = ate’ of 
3 Academy Buildings, Fanshaw Street, N.| AUTOTYPE ™ \g — 


270 


May 10, 


1951 


GOOD PHOTOGRAPHS FOR 


TECHNICAL ADS. 


contact with the engraver, for it 
is the engraver who really imparts 
the colour to their work and is 
in a position to make or mar it. 
Even in the making of black-and- 
white blocks perhaps better 
results could be obtained by such 
personal contact, for the result 
can be greatly influenced by the 
tonal depth of the print. 

Yet the limits of specification 
normally stipulated by agencies 
consists only in size and instruc- 
tions as to whether matt or glossy 
prints are required. 

Of course, agents have their 
difficulties to contend with, But 
who hasn't? Far too many tech- 
nical advertisers are prone to 
undervalue photography whilst 
others seem scarcely aware of its 
potential value at all. 

To many of them the ultimate 
is represented by wide-angle shots 
showing hundreds of operatives 
or acres of machinery—meaning- 
less shots which shriek size but 
are unconcerned with | skills, 
quality, technical ability or the 
character of his business at all. 

This attitude it is the agency's 
responsibility to alter. Unless 
the agency attempts to educate its 
unenlightened clients in such 
matters, the standard of technical 
advertising never will be raised 
and the agent himself will remain 
a pedlar of second-rate space- 
filling material. 

It is indeed odd that so many 
agencies are not alive to events 
taking place under their very 
noses—the rapid development of 
technical advertising and, along- 


(Continued from page 262) 


side it, the ever-increasing use of 
good photography. It is not a 
coincidence that the most suc- 
cessful technical agencies use the 
best photographers. The services 
of such men represent one of the 
most potent factors in cultivating 
clients and making friends. 

The fact of the matter is that 
because true technical advertising 
does not consist in catchpenny 
headlines and blazoned clain's, 
but rather in sincerity, accuracy 
and fidelity of reproduction, the 
photographer should have a far 
greater sphere of influence than 
in consumer advertising, where 
other media may often be more 
appropriate to express inference, 
implication or innuendo. 

If the photographer has so 
much to offer and if, as he coa- 
tends, there is so much to be 
gained by his closer association 
with the agency, then it is indeed 
surprising that agencies not only 
have not extended the facilities 
required, but have not “snapped 
up” the best photographers, either 
to work inside as their own fu!l- 
time staff, or to work exclusively 
for them on a retaining fee basis 
for industrial work. 

I do not know of a single tech- 
nical agency with its own highly 
qualified photographer or photo- 
graphic specialist. This is prub- 
ably because they have no 
attitude towards photography 
other than as a space-filler. Not 
even a business attitude, for there 
is good business in good pkvio- 
graphy, intelligently planned and 
used. 


TECHNICAL PRINT REVIEW 


recently issued by the Coventry 
Gauge and Tool Co. is in 
accordance with the usual high 
standards of this firm. 
Measuring 10} in. x 8} in. and 
printed two colours, rich brown 


and black on heavy art with 
varnished cover boards, the 
catalogue sets out to tell, by 


text and profuse illustration in 
line and half tone, all about the 
machine and how to use it. 
Titling and text are all set in 
Rockwell. A narrow strip across 
the bottom of each page carries 


Autotype, Brownlow Rd,W.13. Ealing 2691/3 


often faced with real problems 
of presentation. The publicity 
manager of Jeffrey-Diamond Ltd. 
had one to solve recently in 
connection with the company’s 
New Universal B.S. Plug. 

This plug is used in medium 
voltage systems and is fitted to 
several types of heavy cable, 


| the company name reversed in 
brown. 

| * * * 

| TECHNICAL advertisers are 

} 


armoured, screened or sheathed. 

The problem was how to tell a 
complicated and highly technical 
story on the centre spread of a 
direct mail folder without profuse 


(Continued from page 264) 


copy and yet be sufficiently clear 
to be correctly understood by 
semi-skilled electricians. 

The solution is a two-page 
folder measuring 10 in. x 8 in. 
and printed orange and black. 
The cover page shows a photo- 
graph of the complete plug with 
the title “Universal B.S. Plug” 
printed black in Figaro and the 
maker's trade mark in reverse on 
the orange background. 

On the centre spread appear 
three perspective cut-away illus- 
trations of the plug with three 


different types of cable in 
position, : ’ 
The first illustration is an 


extruded perspective which bleeds 
off at both edges. The other two 
show the components in the 
assembled position and occupy 
two thirds of the width of the 
spread thus allowing a panel to 
appear on the left carrying text. 

There are only twelve lines of 
text, set in Plantin with Gill Bold 
headlines and captions. 

The visual, copy, layout and 
photographs were produced in 
the company’s Publicity Depart- 
ment, while the cut-away 
perspective wash drawings were 
executed by W. Hopwood & Co. 
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38 MILLIONS 


0 


OF INDIA LIVES IN THE 


ADVERTISER'S WEEKLY 


AMRITA AREA’ 


cAMRITA AREA’ 
AMIRI MILLIONS 


CONCENTRATION OF INDUSTRY 


To compare India’s main é 

selling areas is to see the IN THE “AMRITA AREA’ (N. INDIA) : 

dominance of the N. Indian © (On a basis of workers employed) 

Market. The AMRITA BAZAR ‘ : * 

PATRIKA covers Bengal, Uttar * IRON AND STEEL 67%, 

Pradesh (U.P.), Assam, Bihar JUTE 75°, é 

and Orissa. It also circulates ENGINEERING oo : 

in East Pakistan. somdaenta 7 

Published both from 7 : ' 
\ Calcutta and Allahabad, it is pasty yo \ 

the leading English-language : CHEMICALS 66%, : 

daily in the leading area. GLASS 69.5°,, : 

Circulation — 77,218 daily. CEMENT AND : 

Average ABC figure, July-Dec., 1950). " : 

(Averag fig y ) POTTERY 52”, : “ 
, To sell in N. India you must use ; 

a rila Bazar Datrika 
PUBLISHED SIMULTANEOUSLY AT CALCUTTA & ALLAHABAD 
Free specimen copy and all details from 
London Office Manager: T. Parameshwar, 28, Southampton St., Strand, London, W.C.2. i 


Tel : TEMple Bar 5873 
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cia ee 
THE FESTIVALOCHU 
ST JOHINS: WRATEREOND ROAD . 
s cH CP 


Edward Wolfe designed this 
poster. 
RODUCER, and _per- 

former in the title’ role, 
of the great mediaeval 
morality - play, © Everyman, 
May 17-—-June 9, is Hallam 


Fordham, Yardley’s export ad- 
vertising manager. 

Inspired to aid the reconstruc- 
tion fund of the “Festival 
Church” (St. John's), Waterloo 
Road, Fordham, has persuaded 
many others, professionals and 
experienced amateurs, to take 
part in a spirit of “mediaeval 
anonymity.” 


They will get no credit or 


Mainly Personal 


monetary reward. Indeed Ford- 
ham has had a number of posters 
and leaflets printed at his own 
expense. 

With a love of poetry and the 
theatre in his bones, he is well 
known for his broadcast readings. 
His magnificent wireless render- 
ing of “The Song of Roland” 
which is now being repeated is in 
answer to the demand which the 
first performance created in 
1949, He has done much 
voluntary work in _ producing, 
acting, and speaking for amateur 
bodies and for the Poetry Society. 

The play lasts only about an 
hour. Note the time: 9.30 p.m.— 
so that people can spend the 
earlier part of the evening at 
South Bank Exhibition. 


* * * 


HERE to see the Festival is 
R. N. Harris, the “hairdressers” 
headache.” 

Harris started the Toni Com- 
pany on a capital of 1,000 dollars. 
His brother, Irving, joined him 
and hit on one of the most suc- 
cessful advertising schemes of the 
recent past—the comparison be- 
tween the salon-waved twin and 
the home-waved twin. 

Having established their pro- 
duct with heavy advertising, and 
captured 85 per cent of the 
American market, the brothers, 


* ADVERTISING MANAGER’S CORNER ‘| | 


B39 Not Out 


When the brothers Joe and Al! Harris returned from H.M. 


Forces in 1945 they settled down to form a fast-scoring 


partnership. Their total of new accounts opened to date 


is 89, and they mean to knock up the century before the 


end of the year. 


The Harris organisation always plays 


ball with its clients and it has never yet been stumped 


for an original idea. If you feel that your selling campaign 


isn’t hitting hard enough and you need a brilliant display 


to interest the crowd, remember that this is where Harris 


scores. 


One of the directors will always be pleased to 


tell you how it can be done. Ask Harris about it. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON. W.! 
Tel: REG 3295-6 


| 


} 


though still active directors of 
the company, sold their business 
to Gillette Safety Razor Company 
in 1948 for a mere 20 million 
dollars. 


* * * 


THE South African Test Team 
were the guests of Norman Kark 
(of Norman Kark Publications), 
himself a South African, when 
they went to see “Count Your 
Blessings” at Wyndham’s Theatre 
recently. 

After the show, the team were 
taken backstage by Major Kark 
to meet the members of the cast 
and Basil Radford, who, with 
Naunton Wayne, star of the 
show, has often portrayed the 
typical English “Well-played-Sir” 
cricketing fanatic. 

Dudley Nourse, captain of the 
team, presented autographed bats 
to Naunton Wayne and Norman 
Kark, and South African Ostrich 
feather fans to Joyce Redman and 
Pat Dainton. 


“Oh well played, sir!” Naunton 


Wayne, Norman Kark, and 

Dudley Nourse watch Basil 

Radford keep a_ more-or-less 
straight bat. 


* * * 


FROM the office-boys upwards, 
everybody in Heslock’s, the Leeds 
agency, is now type-conscious. 
It all started when Miss E. M. 


| Coghlin, editor of the staff wall 


magazine, The Coggage, dunned 
the studio manager, 
Wilkinson for a contribution. 

He produced a sheet on which 
examples of fifty different type 
faces had been pasted. An an- 
nouncement that 10s. would be 


| given to the first correct entry 
| opened did the trick. 


In no time, every type book in 
the agency had been comman- 


| deered and was being closely 


studied. 
© + * 
HEADACHES for the copy- 


| writers whose job it is to rhapso- 


| dise over the service offered by 


| Geoffrey Davson 
| issue of Flight. 


rival trans-atlantic air lines are 
amusingly burlesqued in an 
article, “With Every Packet,” by 
in a recent 


The crescendo begins with 
“seven course dinner, cocktails, 
champagne, liqueurs, home perm 
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Hallam Fordham to 
produce “Everyman”’ 
at- Festival Church: 
Norman Kark takes 
S. African test team 
backstage to meet 
“*Count Your Bless- 
ings” stars. 


By CONTACT 


kits for the ladies—all compliment- 
ary ...” and goes on through 
“blue carpets; crimson velvet 
carpets; purple velvet carpets and 
striped awnings; brass bands; 
massed bands and mounted 
escorts... .” And finally: 

“East-West Airways announces 
the resumption of its trans- 
atlantic service 22C on April 1. 
Simple meals. No complimentary 
drinks or gifts. No perquisites. 
Just the fastest and cheapest route 
across the Atlantic.” 


* * * 


AT THE very successful con- 
ference of the Institute of Public 
Relations at Hastings, the follow- 
ing disclosure was made: 

In an American survey on the 
Metallic Metals Act, 70 per cent 
of the sample had opinions about 
the Act. 20 per cent thought the 
Act would be a good move on the 
part of the U.S. Nearly 60 per 
cent favoured leaving it to indivi- 
dual States. 

There had never been a 
Metallic Metals Act. It had been 
invented for the purpose of the 
experiment! This story was told 
as an example of “audience 
apathy.” 

Jack Beddington, of Colman, 
Prentis & Varley, was responsible 
for the following: 

The head of a catering organ- 
isation wanted a chair designed 
for his tea-shops. After a long 
while, the designer triumphantly 
produced the chair and said: 
“What would you like it covered 
in, sir?” 

“Young man,” he replied, “I 
would like it covered in the 
bottoms of the Great British 


Public eight times a day.” 


WEEKS WISECRACK 


“When I told you to tow 
a banner round the 
Festival site, old man, 
I didn’t mean you to do 

it on foot.” 
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RADIO LUXEMBOURG 


announce 


English Language Broadcasts 


208 METRES 


on the new 150 K/w Medium Wave Transmitter 


EVERY EVENING 


Starting July 2nd, 1951 


Rates 


per } hr. 


6.0 p.m. — 7.0 9.30p.m.—10.0- - £70 

(G.M.T. period only)- £30 10.0 .. 10.30 - .& 
7:0p.m.—715 - 40 10.90 ,, —I1.0 - - 40 
7-15 59 —7-3O - . a 11.0 4, —12.0 - - 30 
Tie ae Midnight -- 12.30 « $0 
8.0 ,, —9.30 - : 80 (Sunday only / 


Development Discount 


The above Rates which apply to Air-time only 
are subject to considerable Development Discounts 
during the initial year. Full details on application. 


Mayfair 6128 RADIO LUXEMBOURG ADVERTISING LTD. 
(4 lines) 36 Davies Street London W:1 
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. on every occasion, 

just where to get that all 
important photograph, or 
where to contact the right 
person to take it? 


WHO’S WHO 
IN 
PHOTOGRAPHY 
will tell you at a 
glance. 


Indices trace specialists for 
almost any task within any 
geographical area. 

400 Pages Price 30/- 
Published by 

FOCAL PRESS LTD. 
31 FITZROY SQ. 


LONDON, wW.! 


Distributed by Sir Isaac Pitman & Sons Led. 
Parker St., London, W.C.2 


Priestieys 
FOR DISPLAY & SCREEN PRINTING 
LONDON TEL: TRA 4277 


The Intimate Link 


YOU and YOUR PRODUCT ARE 
RELATED 
TO THE PEOPLE OF BOLIUON 
if you advertise in the 
“BOLTON STANDARD” 
which deals with the personal affairs of 
Botton People. 

It creates the right atmosphere for you 
to sell your goods, 

Its entire sale is in oe gl = 
rounding districts. There is no waste 
circulation, and it is Bolton's favourite 
weekly newspaper. 

Continued sales increases 


Victoria seer vane 4742/3 


115, High aan London, W.C.1 
Chancery 8752/3 
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Vast new sources of busi- 
ness can be found in the potential buying 
power of Latin America. Visién, the 
news and pictorial magazine printed in 
Spanish, is winning wide acclaim through- 
out the Americas. It reaches the men 
there who own, decide, influence and 
BUY. 

“* This magazine is going to be one 
of the most important sources of 
information that America will have,” 
says a Colombian executive. 
“Excell This magazine has come 
| to fill the vacuum which previously 
| existed in the Latin American 
| Countries,”” says another business 
man. 
Visién is published fortnightly in New 
York City- and- distributed by air to 
all parts of Latin America. Guaranteed 
circulation 50,000 copies each issue. A 
full 15 pet cent commission is allowed to 
advertising agents. All accounts payable 
in STERLING. 


For full particulars of Visién, apply 
ATLANTIC PACIFIC REPRESENTATIONS 
(Deric Pearson) 

69 Fleet Street, London, E.C.4 
Phone : CENtral 5952-3 


PADDINGTON 
ADVERTISING 
COMPANY 


Fado wctom O18? 


37 SPRING STREET w.2. 


RENART 
STUDIO LTD 


EALING 3362 
| —_ 
ao ‘wear 


SCREEN PRINTING 
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PUBLISHERS TO HEAR OF 
NEWSPRINT RESEARCH 


The scarcity of newsprint will 
be a major topic for discussion at 
the fourth annual congress of the 
International Federation of News- 
paper Publishers to be held in 
London—at the invitation of the 
——e Society—from May 
22- 

On the afternoon of May 22 
the Congress will receive and dis- 
cuss the annual reports of the 
general secretary (Claude 
Bellanger, France) and of the 
general treasurer (J. Burton, 
Belgium). The session will be 
rounded off by a paper on “The 
Standardisation of Formats and 
of Technical Equipment” by Eric 
Carlsson (Sweden). 

The following afternoon dele- 
gates will hear an address by 
D. H. Schneider, director of the 
Department of Mass Communica- 
tion. UNESCO, to be followed 
by reports on the plans of UNO 
for a code of honour and for 
international conventions regard- 
ing freedom of information, by 
Jacques Bourquin (Switzerland). 
The immediate past president of 
the Newspaper Society, W. 
Curtis-Willson, who is also a vice- 
president of the International 
Federation, will conclude the 
session by a paper “The Press— 
Broadcasting—Television.” 

So important is the newsprint 
question on the continent as well 
as in this country that Thursday 
morning will be given up to a dis- 


Surveys Of 


House Journals 


About 120 delegates from 
Britain. and many European 
countries will attend the first 


European Congress of Industrial 
Editors, which, organised by the 
British Association of Industrial 
Editors, is being held in London 
May 23-26. 

The overseas delegates and the 
members of B.A.LE.’s executive 
committee will be received by 
Mr. Alfred Robens, he 
Minister of Labour and National 
Service, in the Government 
Hospitality Centre in South 
Street. 
| The Congress will be opened 
at the Berners Hotel, bv Mr. E. H. 
Lever, chairman of Richard 
Thomas & Baldwins Ltd., who 
will read a paper on “Industry 
and its Press.” 

{ Mr. A. J. Angel, deputy news 
editor. News Chronicle. will talk 
on “No News is Bad News,” on 
May 26. 

| The leaders of overseas dele- 
gations have prepared surveys of 
the development of the house 
journal movement in their resnec- 
tive countries, and at an exhibi- 
tion of house journals from 
many countries 400 publications 
will be represented. It will 
include an American section 
which has been prenared bv the 
International Council of Indus- 
trial Editors. 


cussion, initiated by a report by 
G. van der Borght (Belgium). 

Opportunity will be taken to 
exchange information about the 
latest researches in all member 
countries into alternative raw 
materials and sources of supply 
of these raw materials for news- 
print production, 


In the afternoon Dr. Karl 
Sartorius (Switzerland) will make 
a short report on telecommunica- 
tions and will be followed by 
Leon Bancal (France) on “Pro- 
fessional organisations and their 
part in the maintenance of pro- 
fessional standards.” 

Election of officers takes place 
on the Friday morning. 

A first-class social programme 
has been arranged. 


Kemsley Will Again 
Pay 12% 

Kemsley Newspapers’ profits 
for 1950, after bringing in divi- 
dends, interest, and profits on 
sales of assets and investments, 
amounted to £1,972,613, com- 
pared with £1,976,278 for the 
previous year, it is revealed in 
Viscount Kemsley’s statement, 
which has been circulated with 
the report and accounts to be pre- 
sented at the twenty-seventh 
annual meeting on May 22. 

A final dividend on the ordin- 
ary stock of 7 per cent less income 
tax at 9s. 6d. in the £, making 12 
per cent for the year (same as 
1949) will be recommended. 

Lord Kemsley is this year cele- 
brating the fiftieth anniversary 
of his entry into Fleet Street. 


CHANGE OF ADDRESS 


George Bonney & Harold David Ltd., 
public relations organisation, to 83/86 
Farringdon Street, E.C.4. 

R. D. Criprs. gommecciet artists agent, 
to 408 Strand, W.C 

Studio Rex, to 357 Strand, W.C.2. 

Dance'and Publications Ltd., to 76 
Southwark Street, London. S.E.1. 


Legal and Gazette 
New Companies 


Norman Price (Publishers) Ltd., 2a 
Horn Lane, Ac on. W.3. Nominal capi- 
tal: £1.500. Directors: P. N. Price and 
Mrs. E. M. Price 

Burnham & Co (Onyx) Ltd., Kang'ey 
Bridge Road, Lower Sydenham. S.E.26. 
Sien makers and writers. advertisi 
specialists, ironmongers. Nominal cap- 
tal: £30.000. Direciors: F. Y. Burnham, 
5 Burnham and G. P. Burnham. 


Young, Eaging & Earl (Advertising) 
Ltd., 70 The Moor, Shefficld. Advertising 
and publicity agents. Nominal ¢apital: 
£1.000. Directors: E. S. Young, N. 
Eagling and D. J. S. Earl. 


(The sbevoanentonsd particu’ars of 
are 


pew companies registered 
the Daily Register compiled 

by Jordan and . Ltd, C y 
ome. woe 


Henry THomas Mortey, oe Kings 
Road. Reading. illuminating artist and 
retired master printer. left a 85. 732 Ss. 3d. 
gross, £14.476 13s 

Henry Eustace Vickans, “20 Beresford 
iddiesex, chair- 


no 
Lid., left £10,606 7s. 10d 
£10,497 18s. 10d. net. 
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Dhe 
Srotsman 


OR well over a century this 

leading national newspaper has 
held the confidence of men and 
women of influence throughout 
Scotland. Advertisers whose pro- 
ducts and services are directed to 
the higher class markets should 
certainly include THE SCOTSMAN 
in their appropriations. 


SCOTLAND’S NATIONAL NEWSPAPER 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


NL A 


THE FAMOUS “HYDE” ALL-STEEL 


BLOCK STORAGE CABINET 
WILL LOOK AFTER YOUR BLOCKS 


Total Storage area 
over 8,000 square in. 


16 dust proof drawers, 
each 2 in. deep. 


Inside of all drawers 
sprayed with textile 
fibre. 


Drawers fully ex- 
tended give full 
view to blocks. 


Stops prevent risk of 
spilling. 


rage in. high, 18 in. deep, 
PROMPT DELIVERY 
RANDALRAK LTD (Dept. aw) 


conf same 195] sammie / sree STORAGE C 


PADDINGTON GREEN WORKS ° LONDON, W.2 
AMBassador 1661 (6 lines) 
Showrooms : 106 VICTORIA ST., S.W.1 VICtoria 4238-3485 


= 
Pr RANDALRAK 
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Always start at the top in Sweden! 


When tackling the Swedish market, don't start half-way 
down and work your way laboriously to the top. Start 
right at the top by selling to SVENSKA DAGBLADET’S 
readers—and the rest will follow. 


Apart from the fact that in this way you will reach your 
best customers—those with the highest incomes—by the 


shortest route and at lowest cost, your goods will also 
share the prestige of Sweden's most famous newspaper. 
Remember that Sweden is a country where social position 
still counts and the example set at the highest social level 
is followed by all who can afford it. 


This is one reason why in 1950 SVENSKA DAGBLADET 
carried considerably more columns of national advertising 
than any other Swedish newspaper. 


SVENSKA DAGBLADET 


represented by 


JOSHUA B. POWERS LTD. ; im 


14 COCKSPUR STREET, LONDON, S.W.! : } 


A new valuable medium for 
high-class consumer advertising 


| THE OFFICIAL ORGAN OF THE ENGLISH GOLF UNION 


29 George Street, London, W.1 


ENGLISH 
GOLF i 


oo ee ee 


aoe 


Apart from the Trade and individual subscriptions, 
this new official journal has a large circulation to 
every golf club affiliated to The English Golf 
Union. Its advantages as a high-class medium are 
as obvious as they are numerous. Golfers represent 
a section of the community who, in spite of present 
conditions, still spend freely—they have the time 
and the money and YOU have what they want. 
*All advertising space in the first issue was 
completely sold at full rates. 


Published monthly. 
The Naldrett Press 


2s. net. 
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THAT Rochdale Corporation 
are advertising for tenders for 
exclusive right to advertise on 
their buses for the next five years. 
* * 

THAT an air banner for Redex 
was towed over Silverstone dur- 
ing the Daily Express motor race 
meeting on Saturday. 


PR a 
‘ igi Fe 
} 


THAT Affleck & Brown Ltd., of 
Manchester, prepared this win- 
dow display to tie-up with the 
“Vogue” Beauty Book perfume 
competition. The first prize is a 
week-end in Paris for two. 


We Hear— 


THAT Kenneth Rawlings, adver- 
tisement manager of Woman's 
Own, has been presented by his 
wife with a son. 
* * 
THAT at a luncheon given to 


Indian journalists last week it 
was stated that newsprint in 
India costs £160 a ton. 

* ~ * 
THAT the luncheon to Hong 
Kong trade delegates at the 


Savoy last week was once again 
organised by F. C. Millington, 
of Millington Publications, pub- 
lishers of Far East Trade. 
* * 

THAT the annual bowls match 
between advertising agents and 
Press representatives for the 
Belfast News Letter trophy will 
take place early in June. 

* * * 
THAT Radio Luxembourg will 
give a ten-minute free broadcast 
on behalf of the Affray Disaster 
Fund on Sunday. Wilfred Pickles 
will mane the appeal. 

* 


THAT the final session of the 
Daily Mail World Forum of 
Youth at the Albert Hall on 
Monday was attended by the 
Archbishop of York and Anthony 
Eden. | 


The fertile Field 


Field.” 


speaks with authovity on all 


If your products or services will benefit country 
dwellers and country lovers, say so in “The 
You will be well rewarded. 
Field” readers don't “skim the headlines.” It 
is read carefully and with deep interest, for it 


“The 


rural subjects and activities. 


Advertisements cannot fail to be fruitful when placed in such 


congenial surroundings. And 
increased by over 1 


i 


“The Field” readership has 
% since the war. 


THE FIELD 


The Country Newspaper 


C™. 


8 Stratton Street, London, W.1 
MEMBER OF 


seesiiineniamen sinensidiieesnast aaa 


* Telephone: Grosvenor 3592 
THE A.B.C. 


The Dominant Sites Ltd. Picca- 
dilly showpiece is now featuring 
Hennessy Brandy with what is 
believed to be the largest model 
St. Bernard dog in the world set 
against a_ three-dimensional old 
world Tudor style house. 

Various figures pass in and out 
of the house on an endless track. 
The dog, supposedly guarding 
the cognac inside, from time 
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to time emits a warning bark. 

At night the display is floodlit, 
the eyes of the St. Bernard 
twinkle with merriment, and the 
interior of the house is illumin- 
ated. 

The display was devised by 
Dorland Advertising Ltd. in 
conjunction with Dominant Sites 
Ltd. Poster Services Ltd. placed 
the contract. 


THAT National Publicity Co. 
Ltd. and the Renson Advertising 
Ltd., both of London, have been 
admitted registered practitioners 
by the Institute of Incorporated 
Practitioners in Advertising. 

* * * 


THAT five thousand pamphlets 
listing the Festival activities in 
Plymouth are being distributed 
by the city’s entertainments 
department. 
* ~ 

THAT the new Festival stamps 
were printed in photogravure for 
the Postmaster General by 
Harrison & Sons Ltd. Edmund 
Dulac designed the 24d. stamp 
and A, Genes the 4d. 


THAT the Daily Mail and Even- 
ing News sports club have effected 
insurance cover under a scheme 
arranged by the sports insurance 
brokers, H. A. Sheppard & Co., 
of Tunbridge Wells. 

+. ” * 
THAT the first of four exhibi- 
tions to be held by the Colour, 
Design and Style Centre of the 
Cotton Board at York Street, 
Manchester, during the Festival 
of Britam opens to-morrow. 

* oa * 


THAT Gordon Wilkins of The 
Autocar, driving a French Dyna- 
Panhard, won the 750 c.c. class 
of the production car race at 
Silverstone on Saturday. 

* * om 


THAT price-cutting was among 
the subjects discussed at a meet- 
ing of the northern branch of the 
Display Producers and Screen 
Printers Association in Man- 
chester on Friday, with H. K. 
Middleton as chairman. 

. 7 - 
THAT since the publication of 
the first post-war edition of 
Burke's Peerage in April 1949, 
more than 500 references to the 
volume have appeared in the 
Press, not only of this country, 
but of the Dominions, the United 
States. the South American coun- 
tries, France, Italy, French Africa 
and many others. 


THAT Edward Bishop, R.B.A., 
the commercial artist and de- 
signer, has three pictures in the 
Academy this year. One, “A 
Rainy Day in Chelsea,” is hung 
“on the line.” 

* 7 
THAT between February 1948 
and February this year the Irish 
Government spent £14,618 on ad- 
vertising in the TJrish Press, 
£14,974 in the Irish Independent, 
£13,522 in the Irish Times, and 
£8,456 in the Cork Examiner. 

* * * 
THAT the Daily Herald is taking 
part in the transmission of pic- 
tures by wire to the Muirhead 
stand on the South Bank site. 

. * - 


THAT the Daily Graphic is put- 
ting up the trophy and prize- 
money for the main event at 
Goodwood’s Whit Monday motor 
racing meeting. 
. . 
THAT the British Sales Promo- 
tion Association’s summer season 
of tours of famous factories 
opens on June 7 with a visit to 
Cadby Hall, the home of J. 
Lyons & Co., Ltd. 
* * * 
THAT the Father's Day Associa- 
tion has elected Ted Ray as 
“Chief Dad” for 1951. Each year 
the Association will confer this 
appointment on a famous per- 
sonality with a celebrated son or 
daughter. 


ADVERTISING 
DIARY 


Monday, May 21. 
Pusticiry C.ivus oF 
Forum with J. B 
Charles ose 
Pleasance and others. 
otel 
Tuesday, May 22. 
Pusticrry Cun oF ONDON. 
Presentation of Publicity Club of 
London cup at Mansion House. 
followed by luncheon at Cafe Royal 
to Lord Mayor of London 


Lonpon. 
Nicholas, G. R 
— we 
Waldorf 


BIRMINGHAM Pustictry Assocta- 
TION R ramicy-Harker on 
‘Industrial Safety Publicity.” 


White Horse Hotel, 12.45 p.m 
» May 24. 
BIRMINGHAM PuBLiciTry Assocta- 
TION annual mecting. Queens 


Hotel, 7.30 p.m. 
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Publications News and Notes 


‘Fifty Years Of 
News Pictures’ 


An exhibition of Daily Graphic 
photographs “Fifty Years of 
News Pictures” is now showing 
at Derry & Toms, Kensington 
store. 

Twenty-seven giant double- 
sided display boards contain be- 
tween 400 and 500 large pictures 
depicting every major event since 
1901, including Daily Graphic 
pictures of the Festival of 
Britain opening. 

Stanley Devon's prize winning 
portfolios that won him the title 
“Photographer of the Year” in 
1948 and 1950 are included in 
the exhibition, which has as its 
high spot a larger than life 
picture of Princess Anne's 
christening group. 

* * * 

May issue of Business, the 
Journal of Management in Indus- 
try, includes 78 pages of adver- 
tisements. Outstanding editorial 
features include a 7-page survey 
of the effect of colour in the 
increasing of production § in 
industry. 

- * * 


Current issue of British Vogue 
Export Book pays tribute to the 
Festival of Britain and the British 
Industries Fair. An 18-page tex- 
tile feature shows wools, light- 
weights, cottons and _ nylons, 
representative of the B.I.F, dis- 
play; six pages are in colour. 
More than 100 of the 164 pages 
in this issue are advertisements, 
many of them in colour. 

* * * 

North Staffordshire Chamber 
of Commerce, now in_ their 
centenary year, have brought out 
a shilling monthly journal, the 
North Staffordshire Focus on 
Industry and Commerce. The 
first issue contains 40 pages 
(11 in, x 84 in.) with colour ad- 
vertisements and a pleasant cover 
in green and yellow. Twenty-five 
pages of advertisements support 
the editorial content. 

* * * 

The Aeroplane Directory 1951, 
incorporating “Who's Who in 
British Aviation,” published by 
Temple Press Ltd., has been en- 
larged to 694 pages and sells at 
15s. New information has been 
incorporated and the biographical 
section contains over 1,350 brief 
biographies. 

* * * 


More than 10,000 readers of 
the Daily Graphic have sent for 
the Averil Ames diet sheet for 
the first month. A second leaflet 
is now being prepared. 

* ~ 7 


Furnishing World announces 
a series of six fortnightly Festival 
issues, each of which will feature 
one or more sections of the fur- 
nishing trade in special advertise- 
ment supplements, providing an 


exhibition-in-print. First of these, 

to be published on May 25, will 

feature the lounge and upholstery. 
” . 

A special, enlarged number of 
Power Laundry wil! be published 
on Saturday to cover the laundry 
trade’s biggest annual event, the 
National Congress of the Insti- 
tution of British Launderers at 
Torquay. 

. * * 

All advertising in Drama is 
now being conducted from its 
editorial offices. The Festival 
double number carries many ad- 
vertisements from high-class pub- 
lishing houses. Drama's sale has 
steadily increased and for the 
special G.B.S. memorial number 
reached 17,500. 

* * * 


The Port of London Authority, 
the Stock Exchange, and the 
banks are among the subjects of 
articles in “The City Between the 
Festivals” a 60-page survey 
issued separately by the Investors’ 
Chronic! About 38 pages are 
advertisements. 

. * . 

Keith Prowse & Co., Ltd., have 
produced a 32-page booklet 
giving all events connected with 
the Festival, including concerts, 
ballet, opera, plays, exhibitions, 
fairs, and sports events. 

+ . + 


A topical editorial note is 
struck in the May issue of 
Personnel Management & Wel- 
fare, which features an article 
explaining how the _ Festival 
authorities are looking after their 
1,500-odd staff. 

” * * 


The Sporting Chronicle Ready 
Reckoner in an_ attractive 
coloured cover has been revised 
to increase its usefulness to rac- 
ing enthusiasts. 


* * * 


Mrs. Ann: Lambton, wife of 
trainer the Hon. George Lamb- 
ton, has joined You magazine to 
write on racing. The magazine 
has also started a new health 
advice service. 

- * * 


The Irish Times is publishing 
a series of 18 illustrated articles 
entitled “the front line of 
Europe,” by London editor, W. J. 
White. 

* . . 


Defence is the fifth in the 
series of current affairs booklets 
prepared by the News Chronicle 
in association with the Council 
for Education in World Citizen- 
ship. 

* * 


June issue of Magpie, on sale 
May 14. will contain stories by 
John Steinbeck, Dorothy L. 
Sayers, Bethel Laurence, Norah 
Lofts and a complete novelette 
by Neil Bell. 
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Lithembos seals are printed or ) 


embossed on paper or on metal. 

Write for free samples and see for 

yourself their glowing elegance. ) 

WALSALL LITHOGRAPHIC CO. LTD. 
IDLAND ROAD, WALSALL 

end 29. LUOGATE HiiL. LONDON. E.C.4. 
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Planners 
and 
Producers 
of 
DIRECT 
MAIL 


RESULTS 


IF 
IF 


your campaign Is directed 
to the general public 

you wish to approach 
selected groups of 
consumers 

you want to contact any 
particular trade group 

you must mail to any or 


several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 

YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEIS 
Telephone : NEW CROSS 5541 


Together with our associate com 


SIMMONDS PRINTERS LTD 


IF 
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CURRENT 


ADVERTISING 


B.LF. ACCOUNT 
MOVES 


W. S. Crawford Ltd. have been 
appointed to handle the advertis- 
ing for the 1952 British Industries 
Fair in the United Kingdom and 
throughout the world excluding 
North America. For the first 
time there will also be a separate 
agent for Canada, The Walsh 
Advertising Co., Ltd., of Toronto 
having been appointed, 

A separate agent in the US., 
as in the past two years, will be 
appointed and the final choice 
will be made soon after the end of 
this year’s B.LF. At present the 
advertising is handled there by 
wig Ogilvy, Benson & Mather 
ne. 

For the past three years the 
B.1.F. advertising has been 
handled by Rumble, Crowther & 
Nicholas Ltd. 

“This change of agent,” com- 
mented a Board of Trade spokes- 
man, “does not represent any 
dissatisfaction with the previous 
agent. Rumble, Crowther & 
Nicholas have done a very good 
job of work. But with an account 
of this nature we feel there 
should be; a change of agent 
every three years or so.” 

The B.1.F. has not been entirely 
immune from the cut in Govern- 
ment expenditure and less will 
be spent on publicity. £105,000 
was spent for the 1951 B.IF. 

As an economy move advertis- 
ing in some countries may be 
dropped entirely and the more 
important ‘countries concentrated 
on, | 
Advice on the selection of 
media outside the U.K. in 
previous years has been obtained 
by the Board of Trade from 
B.E.T.A.C. This year, however, 
the selection of media and the 
prenaration of copy will be 
“married rather more closely” 

nd the agent will be responsible 
for media as well. 


Preparing For 
Father’s Day 


With the approach of June 17, 
members of the Father's Day 
Association who advertise in the 
vational Press will shortly be 
vtroducing the Father's Day 
emblem in their paid spaces. 

Ronson Products Ltd. will be 
making the Father’s Day the 
theme of a half-page in the Daily 
Express. 

Dunhills have marketed a 
Father's Day tobacco, a mild 
blend that retails at 2Is. per 


| quarter pound tin. 


Payne & Sons have produced 
special gift cards and printed 
tape bearing the words “Father 
with love.” Greetings cards with 
a humorous motif are also being 
produced by Valentine & Sons 
Ltd. 

Showcards for the occasion are 


being issued by W. H. Smith & 
Sons Ltd., Beney Ltd., lighter 
manufacturers, and Eversharp. 

John Sinclair Ltd., cigarette 
manufacturers, are inviting their 
staff to contribute suitable 
slogans for use in window dis- 
plays. A wine list bearing the 
Father’s Day emblem will be 
issued by Prunier Wines. 

Agents for the Father’s Day 
Association are Mather & 
Crowther Ltd. 


FLING 
Idris Ltd. are the makers of 
the new drink “Fling” referred 
to in this column last week. 
A campaign opened with a 
half-page in the Star last 
Friday. Agents are Napper, 
Stinton, Woolley Ltd. 


Agency Merger 

Parr’s Advertising Ltd. has 

been merged with the National 

licity Co., Ltd., as from May 

1. Mr. Horace Freeman, who 

was managing director of Parr’s, 

has been appointed to the board 
of the company. 


° *,¢ 
Film Competition 
Remington Rand Ltd. are 

running a competition “Happy 
go lovely happy movements” in 
connection with the film “Happy 
Go Lovely.” 

A ten minute trailer, featuring 
David Niven, announcing the 
competition, will be shown at 
408 A.B.C. cinemas and at many 
more independently owned 
theatres for two weeks prior to 
the showing of “Happy Go 
Lovely.” 

In addition the A.B.C, will be 
advertising the competition over 
Radio Luxembourg. 

Publicity material, leaflets, and 
local tie-ups, including window 
displays and five foot coloured 
stills, will be used in support of 
the trailer. 

Winner of the first national 
prize will receive a Remington 
Rand electric dry shaver, 
Remington Rand portable type- 
writer, a Regentone radiogram, 
a Thor washing machine, and an 
Electrolux cleaner. Agents for 
ag > Rand are G. Street & 

0., 


PUBLIC RELATIONS 

CAMPAIGN 

George Bonney & Harold 
David Ltd. are running a new 
campaign on behalf of the Asso- 
ciation of London Property 
Owners. In the course of the 
next month the firm will also be 
handling public relations work 
for the British Instrument Indus- 
tries Exhibition, the Engineering 
and Marine Exhibition, _ the 
British Sport and Games Fair, 
the Building Exhibition and 
Goodwood motor racing. 
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Zotos, A New Perm 


Sales Affiliates Ltd., of Bore- 
ham Wood, are launching a new 
professional permanent wave 
called Zotos Fluid Wave. 

A campaign starting on Satur- 
day will consist of displays, 
broadsheets, and trade Press ads. 
Agents: Colman, Prentis & 
Varley Ltd. 


NEW _ ACCOUNTS 


Paul E. Derrick Advertising 
Ltd. have been appointed to 
handle the advertising for Starch 
Products Ltd., of Slough, makers 
of industrial adhesives, and 
Mathews & Skailes Ltd., cheese 
manufacturers. 

* * * 

Hyde & Partners Ltd. have 
been appointed agents for Taylor 
& Challen Ltd.. who have 
previously placed their advertis- 
ing direct. Media to be used 


includes trade and_ technical 
Press. 
* * 
Metcalf & Co., 
Ltd. (Smethwick) have been 


appointed to handle the advertis- 
ing for B.K.L. Alloys Ltd. and a 
schedule is being prepared to 
cover heating. ventilating, chemi- 
cals and petroleum papers. 


NEW_ACCOUNTS (Overseas) 


Colman, Prentis & Varley Inc. 
have been appointed througn tne 
Drake America Corporation to 
handle export advertising for 
Westinghouse Air Brake Co., 
Armstrong Rubber Co., Indian 
Motorcycle Co., and the Cyclo- 
therm Corporation. 

* * * 

McKettrick-Williams Inc., New 
York manufacturers of casual 
and maternity dresses, and C. F. 
Hathaway Co., of Waterville, 
Maine, makers of men’s and 
women’s shirts, have appointed 
Hewitt, Ogilvy, Benson & Mather 
Inc. as their agents. 


Bus Ads. In Ulster 


Breaking a 15-year-old tradi- 
tion set - by the former 
Northern Ireland Road Transport 
Board, the Ulster Transport 
Authority has decided to carry 
advertising matter on ihe outside 
of its buses. Frank Mason & 
Co., Ltd.. of London, has been 
awarded the contract. 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 


27. BOSTON ROAD. HANWELL W? 
Ai #903 FAL 9305 


Personal Actention to al! Enqu s & Product 
Complete and Guaranteed Service in the Fullest Sense 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.Il 
Tel. Nos. Battersea 5300 & 4886 
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—And New Campaigns For Salad 
Cream, Suit Cases And Shoes 


A full scale campaign for 
Kraft salad cream starts this 
month, placed by the J. Walter 
Thompson Co., Ltd. The schedule 
includes half-pages in the Daily 
Express, and other regular adver- 
tisements in Daily Mail, Daily 
Mirror, provincials, Picture Post, 
Radio Times, Woman, Woman's 
Own, Women's Weekly, Good 
Housekeeping, Housewife, My 
Home, Wife & Home, Woman & 
Home and trade Press. 

~ * * 

A campaign for Elizabeth 
Arden Blue Grass toilet waters, 
perfumes and powders is being 
placed in nationals and women’s 
magazines, including full pages 
in colour, by Colman, Prentis & 
Varley Lid. At the same time a 
wide promotion scheme is being 
run in the U.S. for these products 
by C Prentis & Varley Inc. 


A new series of carriage roof 
cards based on familiar nursery 
rhymes for Bassetts Liquorice 
Allsorts is now appearing. Agents 
are Greenly’s Ltd. 

*~ * 

A new campaign is now run- 
ning for Revelation cases in 
Daily Express, Daily Mail, News 
Chronicle, fashion papers includ- 
ing half-pages in Tatler and 
Vogue, until the end of August. 
Show material has been prepared. 
A campaign for Li-Lo products 
is also appearing in national 
weeklies, including Picture Post 
and /llustrated. Both accounts 
are — by Everetts Adver- 


* * * 

B. Young & Co., makers of 
gelatine, are running a campaign 
in trade, technical and consumer 
publications. Edible  gelatines 
are being advertised in consumer, 
grocery and food magazines, and 
technical gelatines are being 
featured in trade Press. Agents 
are T. B. Browne Ltd. 

* ~~ * 

John Tait & Partners Ltd. are 
fe for Wilson & Glenny 
td. in export textile journals. 

. * * 


Tying-up with the increased 
price of newspapers, the latest 
Oxo copy reads “Still only a 
penny! The Daily Beverage— 
og Agents: G. Street & Co., 


The Patsy doll, made by 
Cascelloid Ltd. that sleeps, talks, 
feeds and cries, will be nationally 
advertised this Christmas. Agcnts 
are Gee Advertising Ltd. 

* * 

The Micro-Technical camera. 
the Micro Press camera, and the 
Microcord camera, made by 
Micro Precision Products Ltd. 
are being advertised in the 
photographic Press, by Alfred 
Pemberton Ltd. 

” * * 

The 1951 Concours d'Elegance 
and special summer sales of used 
motor vehicles arranged by 
Measham Motor Sales Organisa- 
tion, will be advertised by means 
of double-page spreads in The 
Autocar and The Motor, 8 in. d.c. 
in the Daily Mail and Daily 
Express, together with a direct 
mail shot to 21,500 members of 
the motor trade. 

* * * 

Tyler & Co., Ltd., wine and 
spirit merchants, are tying-up 
with the film “The Spirit of 
Wine” which has now been 
generally released. Window dis- 
plays, prepared by their agents. 
T. B. Browne Ltd., will be used 
during the run of the film in each 
district. 

* * * 

British Bata Shoe Co., Ltd., 
launched a new advertising and 
publicity campaign in conjunc- 
tion with the opening of the 
B.LF. A special edition of their 
weekly newspaper Bata Record 
was distributed from their stand, 
and hundreds of balloons were 
handed out. Three 4-sheet posters 
were grouped closely at the exit 
doors from Earls Court Station. 
A 16-sheet poster campaign, 
covers nearly 1,000 sites. 


New Centre For 
Commercial Art 


A new venture of London Art 
Service Ltd. materialised on Mon- 
day evening with the opening of 
Artists House, Manette Street. 

It is hoped in due course to 
make this a “home” for commer- 
cial art with a permanent exhibi- 
tion featuring the work of adver- 
tising agencies and commercial 
artists. 

The first exhibition at Artists 
House is devoted to Danish art. 


THE LONGEST SOLID AIR BANNER EVER TOWED! 


SOBEL RADIO 


The most experienced service in the U.K. Twin-engined aircraft 
Twa distinct messages on each side of banner. Book now for 
Festival and Holiday Resort Routes..Private Air Charter service 


available. 
WRITE OR PHONE FOR FULL DETAILS : 


. Risin 


ADVERTISER'S WEEKLY 


FRO! 


£25 


PER 
HOUR 


A. FRASER WHITE & ASSOCIATES 


14 CHEAPSIDE, LONDON, E.C.2. 


Phone: CITY 1472 


How to cateh 
Mr Smith ! 


Mr. Smith is busy—he has little leisure 
in this fast moving twentieth century— 
Mr. Smith is your market in England, 
indeed all over the free world. He 
has a job and a life to live and hasn't 
the time to go to showrooms and make 
up his mind which car and what 
accessories he likes and wants. 

You can tell Mr. Smith about your- 
self as he sits at the end of his day 
reading Auto Course. Through the 
pages of Auto Course you can 
address yourself to the public through- 
out the world who love cars. 

Auto Course, the beautiful and luxurious international quarterly 
review on motor sport, is printed in four languages and goes to 
every corner of the world as an ambassador for the British Motor 
Industry’s great achievements. 


AUTO COURSE 
The International Quarterly Review on Motor Sport. 


Revue Internationale Trimestirelle des Courses 
d’ Automobiles. 

Rivista Internazionale Trimestrale di Corse Auto- 
mobilistiche. 

Die Dreimonatliche Internationale Zeitschrift fur 
Automobilrennen. 


A. H. DAVID ROWSE 
Advertisement Director 
AUTO COURSE 
48 BROOK STREET, LONDON, W.1! 
ENGLAND 
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ADVERTISER'S WEEKLY 


LAYOUT / PRODUCTION 
ASSISTANT 


wanted for London Agency. 
Capable of handling adaptations 
and all mechanicals, ability to 
prepare layouts for submission 
to client is desirable. Knowledge 
of Typography and Process En- 
graving. Agency experience 
essential. Write giving full 
details of experience, stating age 
and salary required. 


Box 9455 
Advertiser's Weekly, 180 Fieet St., E.C.4 
(Our staff is aware of this vacancy) 


ASSISTANT TYPOGRAPHER. Graham 


& Gillies Lid., are seeking a young 
typographer, preferably with practical 
type-setting experience and Agency 
training This is not a job for a 
beginner. It does offer good oppor- 
tunity for a young man who wants to 
specialise in typography Write, in 
confidence, stating age, experience and 
salary required to Graham & Gillies 
Ltd., 37 Golden Square, London, W.1. 


We require a first-class 


FURNITURE ARTIST 
who is able to work in all mediums for 
National Furniture Account. Only 
really first-class men need apply. 
Write giving full details to 

Box 9439 
Advertiser's Weekly, 180 Fleet St., E.C.4 


EXCELLENT PROSPECTS for young 


man in Advertising Department of 
large manufacturing plam in 
London. Some Advertising experience 
essential Applicant must have 
capacity for hard work, initiative and 
a desire to succeed. Write in_ first 
instance, giving age, brief details of 
backgrou - and experience and salary 
required t 

Box 9459 “ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS! 


oo APPOINTMENTS VACANT 3s. . per line. Se WANTED 
3s, play All other classifi 


Display pamet 4s. "per in hex mumber counts ab ene Une ond fo @ be paid ter. 


seven insertions MUST BE PREPAID. 


for use of Box 
insertions, 5%, on 13, 10% on 26, and 15% 


Office. 
on 52. All advertisements 


less 
Address: “Advertiser's Weekly,” 180 Fleet 
BB. 


Street, E.C.4. ‘Phone Chancery 


. 


MALE CLERK required. One used to 
controlling sta keeping figures and 
output; quick and active brain and not 
afraid of hard work If worked in 
Direct Mail House or Department of 
Large Firm an advantage, but not 
necessary if willing to ee. — 
ent job for right man. Wri 

__ Box 9447 Ad. Weekly 180 Fleet ‘St EC4 

SILK SCREENER wanted to organise 
workshop and act as Foreman. Must 
be first class printer on al! materials 
and thoroughly reliable. Exceptional 
prospects with well-known Advertising 
Concern 
Box 9446 Ad. Weckly 180 Fleet St EC4 


EXECUTIVE 


We are looking for a young man 
who feels capable of filling a 
Branch Manager's chair in one of 
our Offices. We will give an 
intensive three months’ training 
on provincial media in Reading 
Office and if we are satisfied that 
we have found the right man we 
will discuss terms. 

Apply in writing telling us all 
your history in confidence. 


Granthams of Reading 
Advertising 
9-11 Valpy Street, Reading 


ADVERTISEMENT REPRESENTATIVE 

—_ c'ass Menu Holders, Exhibitions, 

° Excellent prospects for earning 

over £1,000 pee a commission and 
nses. Wri 

Sox 9458 Ad. Weekly 180 Fleet St EC4 


WANTED 


MERCHANDISING 
MAN 


Mather & Crowther Ltd.., 


in the Merchandising Department to work on 
retail trade investigations, 


salesman’s aids, 
both retail trade and 
development of merc 
packaging and display 


previous experience not essential for man with 


energy, imagination and 


problems 
Applications to the Dire 


MATHER & CROWTHER LTD. 
BRETTENHAM HOUSE, 
LONDON, W.C.2 


sales pr 


want another assistant 
market analysis, 
omotion schemes for 
technical fields and 
handising ideas for 


preferably under 30; 


quick grasp of selling 


ctor of Merchandising 


LANCASTER PLACE 


‘FOINTMENTS VACA 


Salaried ADVERTISEMENT 
REPRESENTATIVE 


required for large circulation 

national monthly. Commence 

London with a view to later 

provincial representation. Write 

in first instance giving past 

experience and conditions ex- 
Pected to 


REGINALD HARRIS PUBLICATIONS LTD. 
12 Stanhope Row, Mayfair, London, W.! 


uu INEOR WANTED for Studio of West 
End Advertising Agency. Opportunity 
for intelligent girl or youth to learn 
administration. T. Booth Waddicor & 
wes Litd., 27 Shaftesbury Avenue, 

AQUASCUTUM LIMITED, 100 Regent 
treet, require experienced WINDOW 
DRESSER to woek under Display 
Manager. Must be expert in dressing 
figures and handling merchandise. 
Applicants should write or telephone 
Mr. Hopkins, Display Manager, Tel.: 
REGent 6090 

LETTERING ARTISTS § required by 
London Art Service Ltd. Good salaries 
to first class men. Ideal working con- 
~ Hons Pension scheme. Sick benefit, 


Phone or call Art Director, 
Artiots House, Mannette Street, Char- 
ing Cross Road, W.1 GER 8286 


SECRETARY, aged 17/19, required by 
Publicity Manager of Fleet Street book- 
Publishing firm Exceptional opening 
interesting work Write 

__ Box 9465 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTA- 
TIVE required for Annuals Department 
of well-known Fleet Street group of 
publishing companies Good opening 
for keen, young space-salesman 
Bov 9466 Ad. Weekly 180 Fleet St BC4 

FIRST CLASS contact man required by 
London Studio. Write for an appoint- 
ment. Confidentially to 
Box 1693 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS experienced space sales- 
man required by wade jouteal. Write 
fully and in confidence 
Box 9417 Ad Weekly 180 Fleet St EC4 


REPRESENTATIVES 
required for sale of Wooden Advertising 
Pencils and Propelling Pencils which are 
in great demand (on a good commission) 


ANGLO FANCY PRODUCTS 
37 Mill Lane, N.W.6 


OPPORTUNITY OCCURS for the right 
man to Organise new department in old 
established firm Must be energctic 
and able to deal with national adver- 
tisers. Salary and commission. Very 
g00d prospects. Apply by letter: 
Magnet Advertising Co. Ltd., 91 Stoke 
— Church Street, London, 

6 


SILK SCREEN PRINTERS “required for 
day-glo publicity showcards. Wr 
Box 9451 Ad. Weckly 180 Fleet St ECS 


PRODUCTION DEPT. 
T. B. Browne Ltd. 


require 
1. Assistant to Production Group 
Manager. 2/3 years production 
experience essential 
2. Production trainee as junior 
assistamt in Production Group 
Write giving full particulars o 
Secretary, 163 Queen ce Street, 
London, E. 


CIRCULATION REPRESENTATIVES. 
Established trade month!y requires live 
free-lances on gencrous commission 
basis for all areas except Midlands and 


Wales 
Box 9442 Ad. Weckly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


May 10, 1951 


PPOINTMENTS VACA 


COMPTOMETER OPERATORS required 
for temporary work—West End, City 
and London Suburbs. Travelling allow- 
ance. Occasional and permanent vacan- 
cies for fully experienced operators 
only, Write Essex Calculating Service 
Lid., High Road, Chadwell Heath, 
Essex. ‘Phone Seven Kings 9933 r 

COMPOSITORS required by large Ticket 
Printing Firm in Middlesex. Write with 
details of experience to Box 5268 Frost- 
— Advg., 64, Finsbury Pavement, 
B.C.2. 


PRODUCTION, Keen, energetic assistant 
required by busy medium-size adver- 
tising agency. Must have experience 
of all phases of production work. Holi- 
days this year. Write stating age 
experience and salary required to 
_ Box 9443 Ad. Weekly 180 Fleet St EC4 

PHOTOGRAPHY—Representative with 

sound connections, er eg by a well 
established Studio offering full facilities 
for both Black and White and colour 
Box 1661 Ad. Weekly 180 Fleet St EC4 


We require two 
FIRST “= LETTERING 
TISTS 
used to slick "a speedy work for 
Provincial and National Press adver- 
tising. Write giving full details to 
Box 9438 
Advertiser's Weekly, 180 Fleet St., E.C4 


GOOD ACTION Figure Artist required 
on a free lance basis to work in studio. 
Good strip artist also required. 
don Studio. 

Box 1700 Ad. Weckly 180 Fleet St EC4 

EXPERIENCED SPACE SALESMAN 
required with advertising connection, 
able to make contacts at top level. 
exhibition experience an advantage, 


high salary for Ist class executive. 
State age experience and salary 
required 


Box 9444 Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY 
FOR 


EXPERIENCED 


PRODUCTION 
MAN 


We want another experi- 
enced Production Assistant, 
and he must be fully conver- 
sant with every aspect of 
ordering blocks, typesetting, 
etc. — capable of taking a 
group of accounts and being 
personally responsible for 
every production detail 
right down to the issue of 
the material to papers. 


We don't want a junior 
or a trainee. This job calls 
for experience. If you can 
match up to these require- 
ments, we'd like a factual 
letter giving age, salary and 
your history to date. 


Address your letter to 
Mr. P. Tidy, 


SERVICE ADVERTISING COMPANY LTD. 
77 Brook Street, London, W.! 


PERSONAL SECRETARY to Managing 
Director of Display Organisation. Must 
be efficient shorthand/typist possessing 
initiative, a good telephone personality 
and a keen sense of responsibility. Age 
between 23-35 Details of a 
ee and salary required t 
Box Ad. Weekly 180 Fleet st ECs 
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May 10, 1951 


APPOINTMENTS VACANT 


LEADING 

INDUSTRIAL 
ORGANISATION 

requires 

PRODUCTION 
MANAGER for Publicity De- 


partment in West End. 


Requirements: Agency or Pub- 
licity Department background; 
considerable experience in tech- 
nical advertising; some familiar- 
ity with electrical and electronic 
engineering would be an advan- 
tage. Must be thoroughly know- 
ledgeable in all phases of high- 
class print (including house 
organs) and press advertising 
production, layout and typo- 
graphy. 

This would be a progressive position 
for the accepted candidate, demanding 
mature initiative and sound administra- 
tive ability. It would carry a salary 
commensurate with such qualities. 
Write stating age, qualifications, 
experience, present position and salary 
to 


Box 9454 
Advertiser's Weekly, 180 Fleet St., E.C4 


JUNIOR WANTED in Advertising 
Agency Studio. Opportunity for young 
student to learn the ropes and progress 
as his work improves 
Box 9433 Ad. Weekly 180 Fleet St BC4 

ADVERTISING SPACE SALESMEN 
required to work industrial journals in 
Lancashire, Tyneside, and Midiands 

Residence in area chosen neces 
First class men only need apply 
Stating date of bith, marital 
previous experience and whether 
car owner 
Box 9441 Ad. Weckly 180 Fleet St BC4 


TOP LAYOUT MAN 


We urgently need a good agency- 
trained creative layout man. His 
immediate job will be to work with 
the Art Director but as soon as 
possible we would like him to take 
over control of the studio and art 
buying. 

This is no job for a junior, no 
matter how promising. 

Please write to the Art Director, 
giving details of experience and say 
when you can be free—no speci- 
mens or ‘phone calls please. 


LEGGET NICHOLSON & PARTNERS LTD. 
123 New Bond Street, London, W.! 


FIGURE, animal artists wanted, strip car- 
toon work. King Ganteaume Produc- 
tions. MUScum 1213. 

ADVERTISEMENT REPRESENTATIVE 
required for well established periodical. 
Qualifications necessary: Keenness, 
initiative, good appearance and person- 
ality. Some knowledge of the building 
industry = advantage. Applicants 

rite giving qualifications, 
education business experience, 
he Architectural Review,” 
9/13 Queen Anne's Gate, S.W.1 


ARTISTS required with studio experience 
of design and layout, photo retouching 
and reproduction ——. and display 
Cesigning. Good salary and permanent 

ition for right men. Position of 
tudio Manager open to artist with 
exceptional ability. Decor Advertising, 

4 Broadmcad, Bristol, 1. 

ENERCETIC ‘AND ENTHUSI 

YPIST required for Weekly Film 
Nees advertising department. 5 day 
9-5 Excellent 7 and con- 

Phone CEN 3710. 


MALE CLERK (age 25-35). 
Production department of well-known 
publishing house Production experi- 
ence essential. Write giving full par- 
ticulars to 
Box 9429 Ad. Weekly 180 Fleet St BC4 


* Phone 


required for 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


REQUIRED BY AGENCY: Artist, who 
can (1) do layouts client 
Presentation; juce life 

Write 


drawings, and/or oar 
experience, salary 
x 9462 Ad. Weekly 180 Fleet St BC4 


Is this the 
COPYWRITER 


you are? 


You will have had five years 
post-war Agency experience 
and now feel you want to 
work on fresh accounts. You 
will think of copy as informa- 
tion lit with inspiration, and 
not as words to fill space. You 
will know a trade advertise- 
ment needs as much thought 
as One in the Nationals. You 
will be thirty-ish and still 
learning. If this is you, write 
to Copy Chief 
Box 9470 
Advertiser's Weekly, 180 Fleet St., E.C4 


EXPANDING DISPLAY CONTRAC- 
TORS require young lettering and 
artist. Knowledge silk screen 
Stencils, —— le of making up 

small models, etc 


Apply 
Box 9431 Ad. Weckly 180 Fleet St BC4 


MARKET 
RESEARCH 


Large London Agency requires 
experienced Research man to 
take charge of this phase of 
its activities. He should be 
under 40 and have had Agency 
training in a wide variety of 
investigational work. He will 
be expected to plan the re- 
quirements, to prepare final 
reports and recommendations, 
and he will not be reluctant to 
make calls himself for check- 
ing and planning. He will be 
well paid and included in the 
Pension scheme. 


Box 9426 
Advertiser's Weekly, 180 Fleet $t., E.C.4 


APPOINTMENTS WANTED 


ARTIST (30), technical. Line retouching, 
etc., seeks situation, 

__Box 1590 Ad. Weekly 180 Fleet St EC4 St EC4 

EXPERIENCED a specialising, alising in 
anima drawings seck: post. 
lettering 
Box 9403 Ad. Weekly 180 Fleet St BC4 

LAYOUT ARTIST with letteri: 
finished /artwork, retouching nm fos 
years’ experience, plus art 
school. Requires £550 in agence 27 
Loampit Hill, S.E.13. 

OVERSEAS ADVERTISING MAN- 
AGER (32), and Young Lady Execu- 
tive (24), experienced in Export Adver- 
tising with wide knowledge of foreign 
media and marketing conditions. Avail- 
able em or as a team. 

_ Box % Weekly 180 Fleet St BC4 

YOUNG SHAN 44, socks in adver 
tising Londo Ss 
imaginative, willing Start at bottom and 


Box 9434 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ADVANCED IMPROVER, secks 
sition of interest in Studio 
__ Box 9435 Ad. Weekly 180 } Fleet et St BC4 


CAN ANYONE offer me oa 1 
am willing to do Write 
casaloamies, address a. prepare 
lists of addresses. 
Box 1679 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT MANAGER, good 
energetic experienced space salesman 
with first class agency connections, 
national and technical publication ex- 
perience, secks change to Publisher 
offering real prospects 
__Box 9436 Ad. Weekly 180 Fleet St BC4 
AVAILABLE IMMEDIATELY, youns 
man, 23, well 
experience of advertisement, department 
and space selling on National 
zine and Trade Journals 


providing scope for Coenen 
mum Moy required ) pa 
9428 Ad Weekly “180 Fieet St EC4 


LAYOUT 


EXPERIENCED 
COMPETENT 
RELIABLE 
Satisfactory working 
conditions considered 
more desirable than 
fancy salary. 


Box 9445 
Advertiser's Weekly, 180 Fleet St., E.C.4 


educated with good” 


AMBITIOUS AND SELF-CONFIDENT 
young executive is looking for a post 
which offers scope for initiative and 
development. Complete agency back- 
ground; several years’ experience in 
writing copy for and servicing a group 
of important accounts 
Box 9464 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


TECHNICAL ILLUSTRATION for re- 
pioded 


enham STO Dein y 
WELL FINISHED | Lawns, drawings, 
jardiner. 
Advertis rs and “‘Pub- 
2 W. Partridge, 25 Bi 
_ Square. W.C.1. MUS 718 
FIRST CL 
further commissio: 
Box 9461 Ad Weekiy 180 Pieet St BC4 


SHOW CARDS, CUT-OUTS, 


Jackets, Advertising Folders, 
by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LID. 
Fine Colour Printers, Bour b 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


UNIQUE OPPORTUNITY for Adver- 
tising individual or individuals with 
limited capital to acquire two well 
established businesses. (1) Direct 
Organisation; (2) Printing Agents and 
Suppliers. Both established in lease- 
hold property West of London. Price 
£1,500 down including sale of lease, 
office furniture, ~~ reproduction 
machinery, typewri accessories, etc. 
Remainder (£1, 300) rr three years on 
instalment pian. Staff available. Princi- 
pals only 
Box 5430 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATI 


vA coe. STREET, E.C.4, approx. 
sq. ft Immediate 
. femainder let at 
£1,450 
mable ; & 
NE! met; 1% Molton Street, 
MAY 4917 
ST ODIO SPACE oy “General Artist, 
district. Guarantee of some 
oan ‘Rent 30s. oe week incl. of phone 
and office servic 
Box 9449 Ad Weekly 180 Fleet St BC4 


TENDERS 


COVENTRY CORPORATION NS 
RT PUBLICATION OF TIME 
TABLES. Tenders are invited for the 
publication of Official Bus Time Tables 
(incorporating Fare Tables) as rfe- 
quired by Pc Corporation during a 
riod of twelve months commencing 
september 1, 1951. It is desired that 
time tables shall be issued to the public 
free of charge and that the cost of 
publishing be borne by the 
tenderer Ss Sa revenue 


der: rtiseme 
Copies of the Standing Orders of the City 
Council relating to contracts and of 
the schedule of requirements for the 
publication of time tables can 
btained on application to the under- 
Tenders should be submitted 
than 10 a.m. on Monday, 
June 4, 1951, in plain sealed envelopes 
bearing no indication as to senders 
endorsed ‘‘Tender for Time Tables” and 
addressed to the undersigned The 
Corporation do not bind themselves to 
} : nst.T., 
General Manager and Engineer, 113/117 
Harnall Lane East, Coventry 


SALES AND WANT 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

oe — a etc. 
London) L 
1. mee 22; Vion 2402 


AEROGRAPH—Model ‘A’ aibrum, 
compressor .oot pump 15 gns. 41 
Lansdowne Court, Purley UPL 6919 


PRINTERS 


RUSH PRINTING 
Old-established Glasgow printing firm 
can now accept orders for the follow. 
ing : Catalogues, Folders, Brochures, 
Cards, Broadsides, Letter-heads, State- 
ments, etc. 

City Press & Co., 29 Gorbals Street 
Glasgow, C.5. 


amiadie se. E 


Telephone: Boscombe 36835 
London Office: 98/100 Fleet Street, 
E.C4. ‘Phone CENtral 1740 


PHOTO-UNION LTD., all photographic 
services and facilities, Studio House, 12 
Soho Square, W.1. GERrard 7184 

CAMERA TALKS (Photographers): 
ee Bulk printing 23 Den- 
mark place, W.C.2. TEM 1828. Easy 
A terms for all your photo- 
graphic work = 

LETTERPRESS TING W 
comprising freehold building, 
auto-cylinders, nd sal 
equipment for 
Art and Colour work. 
going concern with paper for a 
mately six months working 
with further deliveries to 

pi needed approximately £14,000. 
Situated outer 


London. 
Box 9450 Ad. Weekly 180 Fleet St BC4 


ORKS, 
smal! 
ry 


SPECIAL ANNOUNCEMENTS 


CREATORS LTD.. of Kings Road. New 
Haw, Weybridge. wish to thank all 
applicants for the position as Publicity 
Manager, and inform them that the 
vacancy has now been filled. 


See April 19-issue of Advertiser's 
Weekly, pages 138 and 139 for 
the Advertising Services & 
Supplies Section. May |7 will 
be the next issue containing 
these services. 


your Classifieds to CHA 8844 (Ex 23) 
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Tuurspay, May 10, 1951 


iE a copy 
52/6 a year 
Post free 


55/- (overseas) 


A Younger Budget Film scheme can be planned to fit any appropriation and every need. 
IT IS POSSIBLE to deliver your message in 20, 30, 40 and 50 ft. films and filmlets (screening 
times 13, 20, 27 and 33 seconds) in full colour, in black and white or in a combination of both. 
Cost of exhibiting ranges from 2/- per thousand viewers for a 20 ft. film to 5/- per thousand 
for a 50 ft. film. Exhibiting costs are the same for black and white or colour. 

IT IS POSSIBLE for Youngers to supply as many copies of filmlets as necessary to ensure 
your complete coverage, and also to accept copies for exhibition in Younger cinemas. 

IT 1S POSSIBLE to produce a filmlet in colour from art work for as little as £30 — live 
action would cost around £160. 

IT 1S POSSIBLE for your black and white film to be on the screen within 2 weeks from 
approval of the scenario — colour takes a little longer. 

IT 1S POSSIBLE for you to see a demonstration of Younger Budget Films and Filmlets either 
in London or your own town at any time, without any obligation whatsoever. 


A brochure giving details of coverage, cost and film production, together with a list of 
cinemas from which to make your choice will be sent on request. 


28 ALBEMARLE STREET * LONDON WI «+ REGENT 6593 


STOP PRESS 


OVER 1,000 


With two months to go dele- 
gates registering for Inter- 
national Advertising Conference 
now top the 1,000. 


N.A.G.S SPRING 
MEETING 


Winner of Sir Emsley Carr 
Challenge Cup played on Old 
Course, Sunningdale, Wednes- 
day, T. V. Boardman 84—17= 
67; runner-up T. R. Parry 79—6 
=73 niter = —= G. P. Jack- 


Winner of “Golf Illustrated” 
Challenge iy on Jubilee 
Course, D. ty 82—12=70; 
28-78 x W. A. Stephenson 


La Coupe ins, F. W. 
Slaughter 95 et ef 


PRICE INCREASES 


Price of “Hansard” goes up 
from 6d. to 9d. for daily issue, 
from Is. 6d. to 2s. weekl 
edition. Loss for 1949-50 on a 
— as moe ay 

rice “Practica! vey 
ing” will increase from to 6d. 
June 1. 

Birmingham newsagents Kine 
testing against terms for selli 
higher-priced papers complais 
they are getting only three- 
farthings extra on each dozen 
papers sold. 


GIFT FOR N.A.B.S. 


Lady Southwood, widow of 
Viscount Southwood, left 
£78,018, duty paid £30,343. Be- 
quests include £1,000 each to 
Printers Pension Corporation, 
Newspaper Press Fund, and 

AL £500 to Newsvendors 
Benevolent & Provident Institu- 
ion. 


CRAFT THEME 


“British craftsmanship” is 
theme of display and —— 
ing link-up now Pte J = 
Harrods Ltd. Harris 
silver, leather goods, A...) 
Irish linen and furs are dis- 
played at Knightsbridge store, 
an Press campaign covers 
“Tatler,” “Sphere,” “Illustrated 
London News,” Sundays and 
nationals, Focal points of dis- 
play and ads. are maps of ro- 
ducing or “product finis' 
areas, including picture of 
craftsman at work. 


Published a the 
May 10, 1951. Printed in England by Staples Printers Limited at their Great Titchfield 


BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
Street, London, establishment. 
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